
































A gentle side squeeze..and KLIX opens. 


* A perfectly simple, never failing action. 
* Made in a large variety of beautifully tailored designs. 


* Individually boxed with display card, as illustrated, for 
counter use. Can be had in matched sets. 


* Made in Perm-A-Plate quality. A new alloy with tarnish 
resisting qualities, having a beautiful, natural gold effect. 


Sold Through the Wholesale Jeweler 
MARATHON COMPANY 


Attleboro, Massachusetts 


Opens with a 7 
gentle SIDE squeeze — 





The KON-ITE Line 
covers the entire price range from 
the lowest price at which a GOOD 
strap can be made to the highest 
price that a FINE strap will com- 
mand. Regardless of price all are 
top values; there is no com- 
promise in the quality of Kon-ite 
workmanship. 


Your copy of a new broadside , “All You 
Need To Know About Watch Straps” 


is now in the mails. . . . Watch for it! 


A. SAUER & CO. 
Cincinnati 


pat proof 
WATCH STRAPS 
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SPEAKING OF 


ISTERS under the skin are the 

credit jewelry business and the 
theater, says Samuel Leiderman, 
who is something of an authority on 
both, for when he is not managing 
Schneer’s jewelry store in Char- 
lotte, N. C., his “off-jewelry” time 
is devoted to his community's Little 


Theater. 

“There are many parallels be- 
tween the jewelry business and 
show business,” Mr. Leiderman 


comments. “Mr. Jeweler opening 
his store door, the porter turning 
the lights on, and the store being 





ready for business equal ‘curtain, 
lights, action.’ The manager of the 
store is the ‘director, its sales 
people are the ‘actors,’ and its cus- 
tomers are the ‘audience.’ The man- 
ufacturer is ‘playwright, the mer- 
chandise the ‘play,’ and sales and 
receipts are ‘box office.’ 

“Sales and collection meetings 
are ‘rehearsals, newspaper, radio 
and direct mail advertising and win- 
dow displays are ‘exploitation,’ and, 
finally, the combination of a good 
play (merchandise) plus good 
actors (sales people) plus a good 
director (manager) produce what we 
hope and pray for, a ‘hit.’ ” 

Since the purpose of business is 
profit, Mr. Leiderman condemns 
“art for art’s sake” in the jewelry 
store, where box office appeal is 
king. 
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JEWELRY TRADE 


Fes OF GOLD” idea is mak- 
ing people watch the windows 
of Brady's in Baltimore, Md. To 
every customer who comes into the 
store, either to look around or to 
buy something, Wilson M. Brady 
gives a numbered ticket, and de- 
posits the stub in a sealed box, un- 
der lock and key. 

At the end of the month, some- 
body who enters the store is blind- 
folded and asked to pick a number 
out of the box. That number is then 
put in the window, and whoever can 
match the number of his ticket with 
the number in the window receives 
the gift of a watch, free of charge. 
Since the winning number is neither 
advertised nor broadcast, holders of 
tickets must look at the window to 
see whether their number has been 
chosen. The number remains in the 
window for a month, unless claimed 
sooner, and if there is no claimant 
the watch belongs to Brady’s. 

Brady’s contend that the idea is 
entirely legal, for nobody buys a 
ticket or participates in a contest. 


© © 


D aiatrin is not only commonly 
mispronounced “JOO-ler-ree,” 
but it is misused as well, writes 
Frank Colby in the New York Post. 
“Jewelry is a general and somewhat 
term, like goods. It is a 
word of recent introduction, not ap- 
pearing in Shakespeare, the Bible, 
Milton or Johnson’s Dictionary. 
“Instead of saying jewelry, it is 
better to speak of one’s jewels, 
which word, contrary to popular be- 
lief, does not mean only precious 
from the Latin 


absolute 


Jewel is 
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jocus, ‘play, jest.’ A jewel is any 
costly ornament of gold, silver, 
enameled work, etc., with or with- 
out precious stones. 

“Correct pronunciation: JOO-el- 
ree. (Capitals indicate syllables to 
be accented. )” 
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E can’t imagine how perfume 
mixed with printer’s ink and 
spread on newsprint could provide 
a newspaper reader with a very de- 
lightful sensation, but at least the 
attempt was an ingenious one to se- 
cure another dimension in news- 
paper advertising. 
The odor of something, purport- 
edly orange blossoms, greeted the 








readers of the Long Beach, Cal., 
Press Telegram when they recently 
turned to the page which carried an 
advertisement of the Kay Jewelry 
Co. of that city. The ad, the theme 
of which was orange blossoms, tra- 
ditional wedding flowers, was printed 
in gold ink, and was scented with 
orange blossom perfume. 
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EWELRY stores, all over the 

country, have been tying in with 
“Adventure in Diamonds,” when 
that Paramount movie played their 
cities. One of the most effective pro- 
motions that has come to our atten- 
tion was staged by Anderson’s 
Jewelry Co. of Salt Lake City, 
which conducted a contest for the 
best slogan, of five words or less, for 








use by the Anderson Co. in advertis- 
ing and radio programs. 

Anderson’s whipped up _ enthus- 
iasm for the movie and also for its 
contest by awarding a $100 diamond 
ring as first prize, a $50 diamond 
ring as second price, and ten addi- 
tional awards consisting of pairs of 
theater tickets to see the picture. 

When “Gone With the Wind” 
played in New Haven, Conn., 
Michaels advertised: “If Scarlett 
could shop in New Haven today, her 
first thought would be fine jewelry 
that engenders pride of ownership.” 
Diamond rings, priced from $50 to 
$485, and diamond watches, priced 
from $85 to $165, were pictured, to- 
gether with the head and shoulders 
of Vivien Leigh, the Scarlett cf the 
movie. 


© © 


INNISH relief last month re- 

ceived a $75 contribution from 
William Wise & Sons, Brooklyn 
jewelers, representing 25 per cent 
of certain giftwares sales during the 
last two weeks of March. 

Frederick Schaffner, manager of 
the store, conceived the idea after 
attending a Finnish relief luncheon 
where Herbert Hoover spoke on be- 
half of prompt aid for the Finnish 
refugees. Mr. Schaffner purchased 





a quantity of Karhula crystal and 
other Finnish giftwares, and adver- 
tised that during the balance of 
March the store would donate 25 
per cent of sales made in its mezza- 
nine gift shop to the Brooklyn Com- 
mittee for Finnish Relief. 
Undoubtedly, the 106-year-old 
institution won still added respect 
from Brooklyn’s citizenry for this 
public-spirited action. 
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66 HERE will be only one sale 

ever held at Tyck’s and that 
is when I am gone and the estate 
is settled,” declared John F. Tyck, 
Glendale, Calif., jeweler. “For one, 
I do not believe in big ballyhoo 
sales where the public is told they 
will receive $25 in value for every 
$10 they spend. This kind of ad- 
vertising hurts the ethical jeweler 
just as much as it permanently 
harms the ones doing the misleading 
advertising. 

“We do not make every sale that 
comes into the store, neither do we 
plan on it. We do try to treat the 
people exactly as we like to be 
treated. Furthermore, I know this 
policy pays as the thinking people 
of a community will come to recog- 
nize the advantages of dealing with 
an ethical jeweler. 
































“Hello, tall, dark and handsome!" 


36 


EUCEDLY clever, those Chj- 
nese sayings—before Confy. 
cius took to saying too much. But 
credit is due those individuals anq 
firms who got in, so to speak, on the 
ground floor of the recent Confuciys 
rage. Caplan’s jewelry store, jp 
Harrisburg, Pa., claims to have been 
one of the first to quote, or mis- 
quote, the Chinese philosopher. Each 
night during February the store 
featured a dollar prize for each 
Confucius Say-ing read during its 
15-minute program of recordings, 
The same store is now sponsoring 
an “opportunity” amateur hour, 
broadcast Sunday afternoons from 
the stage of Loew’s Regent theater 
in Harrisburg. 
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ATCHMAKERS and _ jewel- 

ers in Albany, N. Y., are en- 
gaged in a cooperative advertising 
campaign “for the betterment of 
watch repairing conditions in our 
community.” The first advertise- 
ment stressed the importance of 
having watches checked and re- 
paired by men who “take pride in 
the beauty of craftsmanship” rather 
than by those who offer to “fix it 
up” at a “bargain” price. The ad 
was captioned “He Tells His Watch 
What Time It Is.” 


© © 


ONNOISSEURS of feminine 

pulchritude have agreed that 
J.C.-K. picked a winner for its 
March cover, titled “Ready, with 
Jewels, for the Easter Parade.” 
Susann Shaw, the model for that 
cover, was chosen queen of more 
than 100 girls whose pictures have 
appeared since Jan. 1, 1939, in any 
kind of printing done in a commer- 
cial printing plant in the New York 
area. She won her title and a $100 
prize at a dinner at the Commodore. 
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HOUSANDS of Tulsa, Okla. 
residents tune in each Sunday 
afternoon for a musical program 
broadcast over KTUL and sponsored 
by Klar’s. During the program, a 
telephone number is called, and the 
person answering it is awarded $25 
in cash. If nobody answers, the store 
gives $5 to the person in whose name 
the phone is listed, and the re- 
mainder is added to the next Sun- 
day’s award. 
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Van Cleef & Arpel's diamond spray 


eor-clip decorates Milady's cheek. 


The ring has invisibly set 
rubies and diamonds. 
The tassel on the dia- 
mond bracelet makes 
news. Van Cleef & Arpels 


Paris Says Ear-Clips. Tasseled Bracelets 


and Rings for the First Finger 


EW jewelry designs—some of them anticipated 
months ago in this publication’s design pages— 
have enlivened the mid-season fashion openings in Paris. 
Parisian jewelers suggest that milady hang earrings 
over her ears—Tue Jeweters’ CircuLar-KeystTone de- 
voted a page to ear-clips of this style last October— 
that jewels should sparkle on her index finger, that 
flexible tassels should dangle from gorgeous diamond 
bracelets. 

Van Cleef & Arpel’s are favoring the new earrings 
that are suspended over the ear on gold wire hooks. 
The diamond spray, coming from the top of the ear, 
ends in three dangling faceted stones, reaching the lobe 
of the ear. 

The same house is launching huge lapel pins for chub- 
by fur jackets, made of entwined gold wire, centered 
with diamonds, rubies, and sapphires. Smaller pins of 
similar design are shown for coats and dresses. The 
use of the gold wire allows originality in design, and 
the fabric to which the pins are attached shows through. 

M. Levon Babayan, who was formerly jeweler to the 
house of the former Sultan of Turkey, is among the 
Paris manufacturers designing rings for the index finger 
—returning an old style to favor. He sells diamond 
rings in Paris, intended for the index finger. With prop- 
er designing, he explains, this is an excellent way to 
lengthen and slenderize the hand. 

Paris is also the source of the “bonnet brooch’’—a 
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Pearl, diamond and 
platinum ring, worn on 
the first finger, reflects a 
springtime Paris fancy. 


David Mir, New York 


fanciful pin of diamonds and filigree metal to brighten 
the under-brim of a spring or summer garden hat. 

Clips are appearing in unique quarterwheel design, 
ending with a solid row of large stones. The newest 
bracelets are solid platinum bands with small stones, 
fastened by huge buckles set with more elaborate cuts. 
The tassel bracelets are reminiscent of Lillian Russell's 
day. 





ELP the bride with her problems, and she'll help 
you to keep the cash register ringing. 

So reasoned Black, Starr & Frost-Gorham, one of 
New York’s fine jewelry stores, and what’s more, they 
proceeded to do something about it. Most important of 
all, they did it thoroughly and intelligently. And the 
results have been decidedly profitable. 

Most young women about to be married are complete 
ly at sea as to the correct answers to the thousand and 
that confront the prospective bride. 
Whether she lives in the mansion at the corner of Main 


one questions 
and Elm, or down by the railroad track, seems to make 
no difference. The Park Avenue deb, no less than the 
stenographer from Flatbush has to decide things to 
which she doesn’t know the answers, and about which 
she isn’t always willing to accept the opinions of her 
mother or her friends. Mother may be out of date, she 
feels, and her friends don’t know any more than she 
does. 

Right at that juncture, Black, Starr & Frost-Gorham 
come to the rescue with their Wedding Advisory Service, 
which usually so completely wins the gratitude of the 
bride-to-be that her turning to that store for her pur 
chases follows as a matter of course. 

Other jewelers, it is true, have used the same idea to 
some degree, but few if any have made their service as 
complete as Black, Starr & Frost-Gorham have done. 
And in its completeness lies the principal reason for its 
success, according to store executives. 

Black, Starr & Frost-Gorham does not limit its help 
to the bride to advice on correct table settings and as- 


Help the Bride—and Shell Help You! 
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Black, Starr & Frost-Gorham’s wedding 
advisory service wins gratitude 


of brides-to-be. and purchases follow 


sistance in the selection of appropriate silver, china and 
glassware. Those things are important, of course, but 
they’re only a small part of the problems confronting 
the prospective bride. She has a lot of other things to 
decide, which right then at least, seem to her even more 
important—and if you want to fully gain her apprecia- 
tion and friendship, you'll also help her with things that 
are entirely outside the jewelry field. 

That’s what Black, Starr & Frost-Gorham In 
their announcements, in their window displays, in all 
their material relating to this activity, particular stress 
is laid upon the fact that their Wedding Advisory Ser- 
and pre- 


do. 


vice covers every phase of correct wedding 
available, 
this store 
for guidance than would be the case if their advice were 


nuptial procedure. With so inclusive a service 
the bride-to-be is much more likely to turn to 


confined solely to matters relating to their own merchan- 
dise. 

A simple yet effective example of how the store reg: 
isters the scope of the service in the publiec’s mind is 
found in the recent display window pictured above. A 
sheaf of flowers at the right and a miniature bride at the 
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left of the window suggest the wedding theme. Just 
t of center is an enlarged facsimile of the engraved 
ation shown at the bottom of this page, which reads: 


righ 
invit 
Black, Starr & Frost-Gorham 
take pleasure in placing at the disposal of 
Prospective Brides and Grooms 
their Wedding Advisory Service 
under the direction of 
Marie Coudert Brenning 
nationally known authority on all 
matters pertaining to modern wedding procedure 
Fifth Ave. at Forty-eighth Street 
New York 
There is no charge for this service. 
Just above is a large autographed photograph of 
Miss Brenning. 
The story of the completeness of the service is clearly 
conveyed in the cards suspended from the miniature 


woman is sent the engraved invitation to make use of 
the bureau. A large percentage of them do, and fully 
half of those who call ask to see goods. 

The advisory department, which occupies the front 
one-third of the store’s second floor, is in charge of 
Miss Brenning and one assistant. No selling whatever 
is done here. This rule is rigidly observed, so that no 
one can possibly get the impression that they have been 
invited only in order to subject them to a selling effort. 
If a young woman, after discussing her problems with 
Miss Brenning, indicates that she wants to Took at mer- 
chandise, a salesman is called and she is taken to the 
part of the store where that kind of. goods is handled, 
from which point on, the situation is the same as with 
any other customer. The request, however, must come 
from the caller. 

The Wedding Service Bureau has more of the atmos- 
phere of a pleasant living room than of a mercantile 


(Please turn to page 79) 


Miniature sterling silver hollowware and a jewel box decorated this window, a companion display to that 
on the facing page. A diamond wedding band, a pearl necklace and a diamond tiara are in the jewel box. 





wedding bells of white satin grouped around the bride. 
On each is lettered a typical question from a_ bride 
to-be, showing the wide variety of points on which the 
Wedding Service gives advice. 

A few samples: 


Can I help choose the engagement ring? 

Are “showers” correct today? 

Can I tell my friends what gifts I want? 

How many bath towels should I have? 

May we be married at my fiance's home? 

A rather unusual list of questions for a jewelry 
store? Yes, but it’s what the girls want, and it gets 
results. 

Window displays, of course, are only one of the 
methods used to acquaint prospects with the service. 
The varefully scanned each day for 


newspapers are 


announcements of engagements, and to each young 
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Brides - to - be 
receive this 
engraved _in- 
vitation to 
consult Black, 
Starr & Frost- 
Gorham's new 
Wedding Ad- 


visory Service. 
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Everts' store wins the 
mass market in Dallas 
with season-right, well 
shown costume jewels 


**@NOME retail jewelers of recognized high standards 

are rather timid about undertaking the merchan- 
dising of costume jewelry for fear that they may lose 
some of the esteem in which they are held. Yet properly 
handled, this kind of merchandise may be made an im- 
portant factor in building and holding a steady and de- 
sirable customer traffic through a store, with no loss of 
prestige.” 

So says Myron Everts, A.N.R.J.A. president, and 
secretary-treasurer of the Arthur A. Everts Co., widely 
known Dallas jewelers, in discussing the firm’s success 
in costume jewelry merchandising, and its significance 
in their sales picture. 

“Featuring costume jewelry ties in perfectly with a 
years-old policy of ours, which is to create the idea that 
our store is a place where people are made welcome to 
come and visit. We strive to that end continuously. We 
fight intensely against letting our firm be considered 
‘high hat.’ Costume jewelry gives us an excellent open- 
ing to that end. Its price range is within the reach of 
the average, its appeal is universal. It is, then, an added 
invitation to anyone to come in and visit our store. The 
average person would not come in and be exposed to our 
display efforts very often if he or she had to wait until 
enough has been accumulated to make a_ substantial 
purchase, but the appeal of attractive, moderately- 
priced merchandise keeps visits close together.” 

One of the most important phases of Evert’s mer- 
chandising is the care with which sales people are 
trained. This applies to the personnel of the costume 
jewelry department no less than to the people handling 
the finer goods. 

For example, the young women who sell costume 
jewelry are required to make themselves conversant not 
only with the merchandise itself, but with all style trends 
in clothing fields offering a market for costume jewelry. 
This is done by furnishing them a wide range of maga- 
zines relating to the subject, clothing and style maga- 
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Costume 
Jewelry 


A Means to an End 


by PAUL CAIN 


zines, business publications, and magazines of special 
appeal to women. Thus the clerks become fashion ad- 
visors to their customers, and the woman who wants in- 
formation not only about costume jewelry as such, but 
also in regard to its association with current trends in 
women’s wear can get up-to-the-minute counsel from 
Everts’ sales staff in the costume jewelry department. 
This reputation, carefully built and fostered, has grown 
to the point where many women consult Everts’ staff on 
nearly all of their costume purchases, and in planning 
their seasonal clothing buying. This naturally, opens 
the way for the inclusion of costume jewelry in many an 
outfit of clothing. 

Discussions are held at regular intervals, in which 
the precise qualities of any given piece of merchandise 
in the costume jewelry department are concisely out- 
lined. If low-priced items lack long-wearing qualities, it 
is explained exactly why, and clerks are instructed to 
adhere to extreme accuracy when describing any piece 
to a customer. 

“The merchandising merit of this philosophy is that 
it really doesn’t scare off sales, while at the same time 
it protects the customer from being misguided and dis- 
appointed, and protects the store from the loss of patron- 
age by a disgruntled buyer,” declared Mr. Everts. 
“People buy costume jewelry on its appearance. In 
their own minds, they realize that they aren’t going to 
buy the crown jewels for $4.95. So when they’re told 
frankly that this or that piece will not wear longer than 
a certain time, that doesn’t deter them from buying it, 
since their eyes have already sold it to them, And it 
absolves the store from any future claim of misrepre- 
sentation and at the same time drives home to the cus- 
tomer the force of the firm’s policy of extreme honesty. 
The headache of merchandise being returned to the store 
because of sub-standard wearing quality is thus reduced 
to a minimum. 

“When, however, merchandise is brought back which 
has not measured up, we put it in shape in our own repair 
department, another service aspect which has made us 
many friends, since we save people the several days’ or 
weeks’ waiting which is involved in returning goods to 
a factory for repair or rehabilitation.”’ 

The most important point emphasized by Mr. Evert’s 
diseussion was that costume jewelry has been harnessed 
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to serve the store in a dual manner, drawing substantial 
store traffic by its emphasis and elaborate display, and, 
through the sales staff's care in accurately describing 
the qualities of each piece, proving a worthwhile brick 
in the wall of reputation with which the firm has sur- 
rounded itself. 

“T know it is rather trite to say that our objective is 
a friendly spirit and to encourage the public to come 
into the store if for no more than a visit,’ Mr. Everts 
continued, “but that is honestly our policy, and it is 
an end which this department has served well. Our 
practices in this department reflect and emphasize to 
the greatest number the honesty which is sustained in all 
departments, and through the costume jewelry depart- 
ment, this impression reaches the widest circulation.” 

Buying is a vital factor in the success of a costume 
jewelry department, says Mr. Everts. New lines or 
items in costume jewelry are considered upon the basis 
of their salability and appeal; the chief factor in this 
is their timeliness—that is, how well they harmonize 
with current dress style trends. If a line of costume 
jewelry seems to fit in with the latest or predicted styles, 
then it is likely to be bought. Other factors considered 
are the reliability of the manufacturer, and the quality 
standard of previous buys from him. 

The quantity of an initial order depends similarly on 
current indicia in women’s styles, says Mr. Everts. 
Dress styles can forecast whether or not necklaces will be 
worn, for instance, or whether clips or pins will have 
a vogue: quantities are adjudicated accordingly. No rule 
of thumb can be laid down about it, since such styles are 
changing constantly. However, it is a fact that bracelets 
are usually bought in larger quantities than necklaces, 
for instance, and pins in larger quantities than either, 
as a general rule. 

Because of the essential part played by style in cos- 
tume jewelry, Mr. Everts has come to regard it as 
(Please turn to page 62) 





Ads like these help Everts 
obtain a four-time-a-year 
turnover in costume jewelry, 
priced from $1 to $50 retail 











‘a VERTS finer costume 
yeweiry offers the unumual 


- 
jewelry creanens. All moves are 
ext by hand by expert diamond 

setters, 
Upper right: Wheat and flower 
pray set with rhinestone, topaz. 
sumulated ruby and pearl... 350 


Lower left: Bracelet of rhine- 
mone and semulated ruby $24 


Marching clips....pair $19.98 


Other Costume Jewelry from $1 


ARTHUR A 
EVERTS CO. 


we MAIN DALLAS 








ARTHUR A. 
EVERTS CO. 











To "de-high-hat" their store and win maximum impulse 
sales, Everts’ attractive costume jewelry cases are sit- 
uated in front of the entrance in the center of the floor. 
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Join 
the 
Parade 
to More 
Protit 


Father’s Day has proved 
well worth while for 

retailers who have promoted 
id. Here are some ideas 


that will help your profits 
by A. S. PERRY 


Merchandising aids: The poster at upper left in ful 
color may be had from the Father's Day Committee 
9 E. 4ist St., New York, for $1. Many manufac. 
turers are offering free newspaper mats, display 
cards, etc., a few of which are shown below. At the 
right are sketches of windows described in the tert. 
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UNE 16 is no longer just another day on your 
business calendar in the “Month of Brides.’ It 
may have been so once upon a time but with the empha 
sis that has been placed upon Father’s Day in recent 
years. it has become an annual event of real importance. 
You, too, can capitalize on the greater possibility for the 
sale of gifts for Dad. Men’s jewelry should have first 
consideration in the minds of Father's Day shoppers, 
who——we must point out—are mostly women. Establish 
your store as headquarters for men’s gifts, but your 
advertising should be directed chiefly to women. 

lor the same reason, concentrate your effort on the 
moderately priced items. A few people may buy Father 
a fairly expensive gift, but most of the purchases will 
be in the one dollar to ten dollar price range. So don’t 
aim too high—you'll do a lot more business if you em- 
phasize the fact that you have a fine selection of suit- 
able gifts at prices within the reach of the wives and 
kids who are operating on a weekly allowance from the 
old man. Use your imagination, too. Dad will enjoy 
ever so many things that we seldom stop to classify as 
gifts for him. What’s wrong with a cocktail set, or a 
desk clock, or a fountain pen set, or a lovely frame for 
mother’s picture as well as the more obvious things that 
will first occur to you? Check through your stock and 
pick out those items which have unusual adaptations for 
manly gifts. 

Department stores and men’s clothing stores will 
start furthering Father at least a week in advance of 
when most jewelers awake to the fact that there’s pos- 
sibility of sales around June 16. Take the initiative 
... plan your promotion well in advance, get off to a 
good start by beginning vour drive on the 7th of June. 
Circle that day in red on your calendar, so you won't 
forget. 

And after you've decided that Father’s Day is a 
“must” on your merchandising campaign, lean toward 
the genial, or even humorous approach for here is one 
occasion on which such technique is very much in order. 
We agree, of course, that the jewelry business is a dig- 
nified one, but even dignified people are human and sen- 
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timental . . . the banker, the butcher—they all enjoy 
reading “Bringing up Father’ and “Dagwood and 
Blondie.” “Hit heavily with humor’ should be your 
axiom on this occasion. Heavily sugared sentimentality 
is the keynote for Mother’s Day, but for Dad, a good- 


‘humored chuckle is the thing. Suggestions? We quote 


some of the previous years’ ideas .. . “But Whoever 
Heard of Whistler's Father?”, “Famous Radio Fathers 
Broadcast—What They'd Like for Father’s Day,” “Sure 
| Remember Dad,” “Father & Sun.” 

We show on these pages the official Father’s Day poster. 
These posters are available from the National Father's 
Day Committee, 9 East 4lst Street, New York, for 
only $1.00 and can effectively be worked into a display 
which will help turn your jewelry into dollar sounds 
from your cash register. Note the possibilities of the 
suggested window display A. The use of colored spot- 
lights on both the theme and the figure of the man fish- 
ing casts a much-to-be-desired shadow on the _ back- 
ground, and the cut-out figure with realistic rod and 
reel, fishing in a bowl filled with ink or its equivalent, 
certainly has a ‘“‘stopping” value. The copy on the show 
card at the right explains that Dad won’t ask for a gift, 
but as your father, he should get one. And here at 
Blank Jewelry Company the suggestions are so numer- 
ous and the credit arrangement so easy to manage. Each 
article, of course, should carry a price ticket and the 
I‘ather’s Day poster appears at the left side of the win- 
dow. You would do well, also, to include a sign, stress 
ing the quality of your men’s jewelry or allied gifts. 
We'd suggest a black base with a maroon background, 
or a dark blue base, with a light blue background, the 
spotlight to be in red. 

Display B incorporates the use of a sketch of Jiggs 
or Dagwood, which can be easily copied from the comic 
strips. Note that the official poster appears in this win- 
dow also in a prominent position. The scroll sign on 
white parchment at the right tells of the impending 
national event and the quality and selection of the gifts 
you have. The second tier in the display should be of a 

(Please turn to page 66) 
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How modern silverware reflects Renaissance, Tudor and Jacobean design elements 
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Knowing Yesterday’s Designs 


Sells Silver Today 








Today’s silverware patterns interpret “period” designs. So 
do today’s homes, furniture and draperies. , 
knowledge of the basic elements of design will help jewelers 
suggest silver patterns that will harmonize best with their 
customers’ homes. This is the first of nine articles, by Belle 
Kogan, talented young industrial designer, on periods of de- 
sign and contemporary silver selling. Motifs identified with 
the various periods, and typical examples—one each in sterl-. 
ing and plated ware—that reflect these historic motifs, will 


illustrate each of the articles. “Know” the designs you sell! 


Therefore, some 





BELLE KOGAN 





Part 1 Renaissance, Tudor and Jacobean 


HE Renaissance, that extraordinary period when 

sculpture, architecture and painting awakened 
from their sleep of the Dark Ages, has left an indelible 
mark on much that we use and live with today. 

Inspired by the monuments of ancient days, the men 
who were at the head of the fine-art movement rebuilt 
the spirit of Imperial Rome. These geniuses possessed 
an extraordinary variety of artistic power, and thus was 
reborn, in wealthy 15th century Italy and in 16th cen- 
tury France, the influence of Roman civilization on 
decoration of all kinds. 

Typical embellishments, appearing in furniture, 
richly carved, in sculptural and architectural decoration, 
in friezes on furniture and walls, were such classical 
motifs as these: Acanthus leaves, scrolls, fluted col- 
umns, coats-of-arms, birds, animals, masks, urns, Greek 
frets. 

Known as the golden age of art, the Renaissance 
produced such great figures as Michelangelo, Ben- 
venuto Cellini, Leonardo da Vinci. Wealthy patrons 
lent the background for creative artistic work. The 
richness of the time is reflected in the elaborate em- 
bellishments given to all forms. 

During the Renaissance, the saltcellar had not only a 
functional and artistic significance, but also a social one, 
for guests of importance sat above the salt, guests of 
lesser rank sat at the other end of the table. It was dur- 
ing the last of the 16th century that modern table service 
came into being. At the table of the great de’ Medicis, 
goblets, plates and glasses were made by the world’s 
greatest artists—but guests had to supply their own 
spoons. Forks were introduced into Italy in the 16th cen- 
tury, with two tines. Service plates and dishes were of 
gold or silver; ewers and flagons for wine were richly 
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treated. Tankards, candlesticks, saltcellers and covered 
dishes were of precious metal, covered with ornamenta- 
tion. , 

In contemporary silverware design, the Renaissance 
influence can clearly be seen in many patterns. To indi- 
cate how truly certain modern designs reflect this period, 
the facing page shows one example in sterling and one 
in plated ware inspired by the Renaissance. Equally 
authentic Renaissance adaptations are currently avail- 
able from other manufacturers of quality silverware. 
While the true spirit of Renaissance decoration is not 
often found in today’s homes, the silver patterns, with 
their fine rich ornamentation, may suitably be used in 
homes that are elaborate or formal in their general 
decoration. For the customer seeking a highly embell- 
ished expression in flatware, to be used in floral damask, 
with formal china and glass that reflects the Renaissance 
influence, such patterns may be recommended. 

During the reign of Henry VIII, the Renaissance 
came to England, continuing to grow during the reigns 
of Elizabeth and James (17th century). The Tudor, 
Elizabethan and Jacobean styles come from this era. 
Again the early Roman influence on architecture and 
decoration is seen, but interpreted in forms suggestive 
of the robust, hardy spirit of the monarchs and the times. 
Glass was first manufactured in 1559; coffee houses 
opened in 1652; tea was introduced in 1660. New living 
habits were formed, and naturally influenced the things 
lived with. 

Massive furniture was richly carved; tapestries, bro- 
cades, damasks woven with much decoration. Notable 
motifs were: linenfold, diaper pattern, foliage, acanthus, 
Tudor rose, Gothic tracery and heraldic devices. In the 


(Please turn to page 73) 
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Ben O. Perdue (in doorway) every year gives Crockett, Tex., graduates a dinner-dance 


Grads Prefer Jewelry Store Gifts 


Nashville boys and girls vote watches the most desirable graduation gift: 


jewelers alse sell a majority of the graduates’ other first choices: 


this survey tells how II stores produced graduation sales volume last year 


URVEYING graduation gift preferences among 
seniors in Nashville, Tenn., high schools and col- 

leges, the Nashville Retail Merchants Association asked 
1052 boys and girls: ‘““What Graduation present do vou 
hope to receive?” 

The answers from the graduating classes are of spe- 
cial cheer and interest to jewelers. Here they are: 

Choice Boys Girls 

First Watch Watch 

Second Clothing Ring 

Third World’s Fair Trip Clothing 

Fourth Initial ring World’s Fair Trip 

Fifth Golf clubs Cedar chest 

Sixth Tennis racket Fountain Pen 

Seventh Books Compact 

Eighth Typewriter Hosiery 

Ninth Studs Lingerie 

Tenth Cuff links Bedside radio 

Eleventh Billfold Camera 

Twelfth Fishing tackle Luggage 

Thirteenth Fountain pen Perfume 


Fourteenth Radio Locket 
Fifteenth Automobile Automobile 


The fact that both boys and girls nominated watches 
as their first choice is noteworthy. Watch styling and 
watch advertising have been so amazingly successful 


during the last five or six years that now young people 
of both sexes prefer the gift of a watch to any other 
present, even a trip to the New York World’s Fair. 

At least eight of the fifteen items included in the boys’ 
list of Graduation gift favorites are sold in most jewelry 
stores, while as many as nine of the fifteen items in the 
girls’ list are to be found in jewelry stores. 

The “gifts from the jeweler” preferences of these 
boys and girls indicate an immense Graduation market 
for jewelers throughout the country this May and June, 
when, the New York Times says, 1,110,000 students 
will be graduated from high schools, and 130,000 will 
leave college campuses. 

Cultivating Graduation gift business at this season of 
the year is highly productive. The following para- 
graphs tell how a number of jewelers built sales volume 
a year ago. 

Partner Jewelry Co., Dayton, Ohio, obtained the 
names and addresses of all high school graduates, and 
phoned their mothers, telling of the store’s wide selec- 
tion of gifts, offering suggestions and mentioning the 
budget plan. About half the mothers said they would 
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Four different Graduation-gift sales-builders. Lux, Bond & Green, Hartford, Conn., picture and price a variety of gifts for 

boy and girl graduates. Bernard & Grunning, New Orleans, win attention for their gift selection with a “legal notice” ad 

idea. A. F. Edwards, Inc., Oakland, mail parents the cleverly worded letter at the right. Rider Jewelry Co., Baton Rouge, 
has graduates fill out the card shown in the center, listing gift preferences. 











visit the store, and most of them actually did—many way, such as “He will be the envy of his class with this f 
had never been in before. Several expensive watches belt of narrow buckskin, with gold buckle personalized 
were among the sales resulting from this promotion. with his initials, $2.50.” Many gifts at popular prices 
One young man bought an engagement ring for his girl were featured—key chains, collar pins, cigarette cases 
friend who was gradauting from high school. and leather goods, all personalized with initials. 
Bernard & Grunning, New Orleans, La., ran the Shreve, Treat & Eacret, San Francisco, paraded ) 
following copy, in heavy bold face type, bordered with 14-inch cut-out figures, in cap and gown, across the rear 
black rules: ‘Public Notice for Graduation. Whereas, of a striking Commencement window. Rolled diplomas, i 
it is not how much money you spend for the graduate’s tied with colors of the different schools, stood on end in 
gift—it all depends on from whom the gift is purchased the center and corners; and a partly-unrolled parch- ) 
—Bernard & Grunning cater to the younger element ment, down front, rhymed: “All decked out in cap and i 
and are in a position to suggest the right gift for that gown, and full of education. Sporting new diplomas, 
most deserving boy or girl. Now, therefore, make it a too, which means it’s Graduation.” The floor of the dis- 
point to visit Bernard & Grunning’s elaborate jewelry play was stepped up and covered with silver paper. 
and gift showrooms (108 Baronne Street, second floor.) Clocks filled the top row, the daintier ones labeled, 
Certainly you can charge your purchase. Pay a little “Time for Her Graduation,’ and those of a sturdier 
weekly or monthly. No extras, no carrying charge.”’ type, “Time for His Graduation.” Other gifts sug- 
Perdue’s, of Crockett, Tex., for the last 10 years has gested were a coffee service, cigarette cases, studs, pen 
entertained the high school senior class and faculty at and pencil ensembles and watches. 
a dinner-dance in the Crockett Country Club. This Rider Jewelry Co., of Baton Rouge, La., invited 
social function has come to be one of the highlights of members of the graduating class to come to the store 
the school year, and, according to Ben O. Perdue, is a receive a free copy of Dale Carnegie’s “How to Get 
highly profitable good-will builder for the store. (See Ahead in the World Today”—and register their names, 
the accompanying picture of Mr. Perdue’s guests last parents’ names, addresses, school, birthdays, and at 
May.) least three preferences for “my choice for a graduation 
Nolan & Son, of Corvallis, Ore., think that the sweet gift.” (See picture of the information sheet.) Rider's | 
girl graduate has long held the center of the stage, to then wrote letters to the parents, telling them that 
the detriment of the boy and young man. So early last “Johnnie” had been in the store recently and seemed 
May they ran a page-length, double-column advertise- interested in such and such an article as a graduation 
ment, featuring nothing but gifts for masculine gradu- gift, and inviting the parents to buy their son’s, or 
ates. Each gift was pictured and described in a catchy (Please turn to page 63) 
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Nocturne, the silver pattern, js 
suggested by the piano keyboard. 





INDOW display must be an integral part of any 

successful promotion intended to win bridal busi- 
ness—perhaps the most important part. When you've 
advertised and have done your mailings, the job is only 
two-thirds finished. It’s the displays which really 
bring ’em in. 

To command attention, a display must have an idea 
—a theme—subtle though it be. Many jewelers have 
the mistaken notion, though, that to have a window with 
a theme they must sacrifice the showing of a lot of 
merchandise. ‘The windows shown here give the lie to 
this notion. 

Borrowing a piano keyboard from a local piano shop, 
Carl J. Doederlein, Baltimore jeweler, created the win- 
dow shown at the top of the page. The motif suggested 
Prelude, the featured silver pattern. Sheet music of 
Lohengrin’s Wedding March, calla lilies, engraved sta- 
tionery and ring ensembles were all suggestive of wed- 
dings. A few well-selected items of silver, watches and 
jewelry completed the display. 

A model hand, such as the one placed before the key- 
board, is used in an inside display case, to focus atten- 
tion on a bracelet and diamond ring. To keep the display 
fresh Doederlein’s change the tone of the nail polish 
every day and change the bracelets and rings periodi- 
cally. 

Wallgren’s, Inc., of Everett, Wash., won first prize 
with the wedding window shown above, in the Opening 
of Spring celebration, which is an annual event in Ever- 


ett. The motif was the four-tiered wedding cake, pro- 
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This display offers infinite variety. 


vided by a baker, and the first Spring blossoms. A 
couple of scores of rings were displayed. 

Kay’s, of Long Beach, Cal., set forth a ring window 
that appealed to young people soon to be married. A 
large card, adorned with the picture of a bride, read, 
“Kay proposes for the June Bride a diamond ensemble.” 
Three model hands were shown, with diamond rings and 
wrist watches on them. Little shadow boxes showed a 
bride and groom coming from the church, above it being 
printed “To love and to cherish—a diamond ensemble.” 
Diamond rings, both singly and ensemble, were dis- 
played, together with watches, crosses, lockets and other 
appropriate jewelry pieces. 
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HE term “chime” used in connection with striking clocks 

should mean one using four or more striking rods. Striking 
clocks of the one gong type are not commonly understood to 
mean chime clocks. Clocks having two gongs or rods should 
not be described as chime clocks, but may be described as 
“two-tone strike.” 


CLOCK CASES 


Clock cases made of wood should be described in accord- 
ance with the “Name the Woods” rules as specified for furni- 
ture. (See No. 400, “Guide for Retail Advertising and 
Selling.” ) 


DIALS 


Clock dials advertised as “silver” have in a number of in- 
stances been found to be aluminum, or silver-colored paper, or 
silver-colored metal. The dial, if mentioned, should be de- 
scribed accurately in accordance with the facts. 


OBSERVATORY TIME 

Such terms as “U. S. Naval Observatory time” or “U. S. 
Observatory time” imply a direct connection or synchroniza- 
tion with the U. S. Naval Observatory. 


REGULATED—ADJUSTED 


The term “regulated,” “fully regulated,” “adjusted,” and 
“fully adjusted,” should be used only in connection with full 
explanation of the regulations or the adjustments. 


FULL JEWELLED—FULLY JEWELLED 


The terms “full jewelled,” “fully jewelled,” “richly jewelled,” 
etc., have been used to describe watches containing less than 17 
jewels. Such terms should be eliminated. The exact number 
of jewels should be given. Inasmuch as the purpose of a 
jewel in a watch is to function as a frictional bearing, the 
number of jewels advertised should include only those jewels 
which act as frictional bearings. 


RAILROAD WATCHES 


Iridium, a harder and more expensive metal, is ofttimes 
to be used officially in railroad timing. ‘The term “railroad 
watch,” therefore, should not be used indiscriminately, but 
should meet the railroad specifications of the locality where 
advertised. 


SECOND-HAND OR REBUILT WATCHES 


Selling or describing any watch as “rebuilt” which has not 
in fact been rebuilt at a watch factory or other place properly 
equipped and used for this purpose, with the tendency and 
capacity or effect of misleading or deceiving, is an unfair trade 
practice. (F. T. C.) 

In the sale or offering for sale of second-hand or rebuilt 
watches, or watches containing second-hand or rebuilt move- 


Aecuracy vs. deveption in horological terms .., 
the platinum Commercial Standard .. . exagger. 
ated ring illustrations... bait advertising. Eighth 
ehapter in a series of articles based on “The 
Guide for Retail Advertising and Selling.” 


ments, there should be attached to each such watch at the time 
of sale and delivery a tag stating that the watch is second- 
hand or rebuilt. (F. T. C.) (Similar information should be 
given in any form of advertising and the purchaser should be 
clearly advised of the facts. Some jurisdictions now have laws 
which require that second-hand watches be so advertised, 
tagged, and sold.) 


WATCHES, REPAIR OF 
Advertising of specific prices for repairing, regulating, clean- 
ing, and oiling watches should not be used unless such services 


will be provided for all watches presented regardless of con- 
dition. 


GOLD CASES 


In all descriptions of karat gold watch cases, the karat fine- 
ness should be stated as for example, “12 Kt,” “14 Kt.” Such 
terms as “solid gold” or “12 Kt solid gold” should not be used. 


GOLD FILLED CASES 


The term “gold filled” is correctly applied only to watch 
cases having a karat gold covering of at least 10 kt fineness 
and of a thickness of at least 3/1000 of an inch on all outer 
surfaces, such gold covering having been applied by the rolled 
gold plate method. 


ROLLED GOLD PLATE CASES 


The term “rolled gold plate” is correctly applied only to 
watch cases having a karat gold covering of at least 10 kt 
fineness and of a thickness of at least 114 1000 of an inch on 
all outer surfaces, such gold covering having been applied by 
the rolled gold plate method. 


NICKEL CASES 


All nickel or base metal cases should be stamped and ad- 
vertised as “nickel” or “base metal.” 


Platinum 


Platinum, in its natural state, usually contains a portion of 
the allied metals, iridium, palladium, ruthenium. rhodium, and 
osmium. Distinction should be drawn between platinum and 
the related metals, iridium, palladium, ruthenium, rhodium 
and osmium. Of the latter, iridium, rhodium and palladium 
are the only ones of the group that are today in commercial 
use, 

Iridium, a harder and more expensive metal, is ofttimes 
alloyed with platinum (generally to the extent of five to ten 
per cent) to give added brilliance and wearing qualities. 

Palladium, a softer, lighter and less expensive metal, is some- 
times alloyed with platinum to reduce cost and enable the 
manufacturer to produce a cheaper article. 

Rhodium, a brilliant and exceedingly hard metal, is used pri- 


(Please turn to paye 73) 
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¢ the complete and exciting RONSON lines for 1940 through your jobber 
tat these permanent display rooms. New York: 347 Fifth Ave.; Chicago: 


6S. State Street; Los Angeles: 728 So. Flower Street. 
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| SEND FOR IT. 


For pocket and handbag. For every room in the home. 
For the office. For weddings, graduations, birthdays, anni- 
versaries, prizes, etc. RONSONS for every purpose and 
every customer. The catalog pictures a treasure-trove of 
RONSON ’s brand-new, ‘‘hit’’ models as well as tried and true 
RONSON “repeaters.” 

* 


RONSON advertising is working for you all-year-round. Tell- 
ing folks in your town why “It Pays to Own and Give a 
RONSON.” Why RONSONS are safer and cleanlier than 
matches. Picturing their beauty—for the person and every 
room in the home. Establishing the “RONSON-Habit”’ for 
self-use as well as for gift-giving. Building. new traffic for 
you. Don't use this catalog just as a reference book. Order. 
Get your stock in tune with these modern, finer-than-ever 
RONSON creations. Display them. Sparkle up your windows 
and counters with these new luscious numbers. Every 
piece is a tie-up with the sales-story the advertising is 
telling to your present and coming trade. 


* 


This new RONSON collection is chock-full of eye-appeal, 
practicability and sales energy. It simply will not “sit still.” 
It means sales. Today. Tomorrow. And the day after. It's 
that kind of line. And don’t forget that every RONSON sale 
means a juicy profit. So stock up now. It Pays to Sell a 
RONSON. + 


FREE—Displays, mats, folders for mailings, etc. They'll help your sales 
. . . Be sure to let customers know RONSON has an exhibit at the N. Y. 
World’s Fair, Store No. 1, Academy of Sports, Constitution Mall. 


England: Ronson Products Ltd., London, W. C. 2. 


. 8. Patents Re. 19,023—1,986,754 Canadian Patent Numbers 288, 148—289,889—349, 108 {British Patent Numbers 291,695—435,667 Other Patents and Patents Pending 








ART METAL WORKS, INC. Offices and Factory: Aronson Square, 
Newark, New Jersey. Canada: Dominion Art Metal Works, Ltd. , Toronto. 
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Tinley L. Combs’ policy makes friends 





Carl Christensen examines a watch for gummy oil 


Cheeking for Thickened Oil 


HE policy of thoroughly checking every watch be- 

fore it goes out of the store—sometimes even reas- 
sembling them—has proved highly profitable for T. L. 
Combs & Sons, Omaha, Neb. The policy has been in 
effect five years. T. L. Combs says that it adds an 
average of $1.50 to the store’s overhead on every watch 
sold, ‘‘but it certainly pays in word-of-mouth advertis- 
ing.’ Mr. Combs, a former president of A.N.R.J.A. and 
at present regional vice-president of that association, 
got the idea of “‘repair-in-advance” while listening to a 
speech at an A.N.R.J.A. convention. 

He was disappointed in results, or rather the lack of 
them, during the first three or four months after the 
policy went into effect, for it seemed that all he was 
doing was adding $1.50 overhead on every watch sold. 
Soon afterwards, however, customers’ appreciation not 
only became evident, but also an increase in watch sales 
was directly traceable to word-of-mouth publicity from 
satisfied customers to other persons who were interested 
in buying a watch. 

T. L. Combs & Sons rigidly adhere to the policy of 
making sure that every watch is in perfect working order 
before it leaves the store. If a person buys a watch and 
insists on taking it out of the store immediately, he must 
promise to return it for a thorough check-up within a 
day or so. Mr. Combs says that such people are usually 
buying watches for presentation purposes and are in- 
variably pleased with the store’s desire to make sure the 
watch is in good working order. 

Thickened oil is the commonest reason why a watch 
which has been in stock for some time “doesn’t run 
right.” When Combs & Sons’ watchmaker examines a 
watch which has been purchased by a customer, his 
trained eye peers through a loupe in quest of the slight- 
est indication of gummy oil, which may be particularly 
in evidence in the balance wheel assembly of a watch 
which has been idle for several months. 
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Gummy oil, of course, means that the watch must be 
overhauled. Since all the parts are in factory condition, 
this job is swifter than with a customer’s old watch, 
where the overhauling may reveal parts broken and out 
of true. 

Mr. Combs has had the “‘long view” in merchandising 
ever since he established his business in 1888. He was 
interested in watches even before that time, for he got 
his start by peddling jewelry and watches from door- 
to-door. He used to organize “watch clubs” at factories 
and fire houses, which he made a point of visiting on 
pay days. Once, in a railroad yard on a single pay day, 
he sold 38 watches at $38 apiece. 

Mr. Combs’ son, Morlyn, who is associated with him 
in business, has developed into an excellent watch mer- 
chandiser. Another son, Elton, is in charge of the silver 
department and is responsible for window and interior 
Mrs. T. L. Combs, who kept the books and 
helped to sell in the early days of the store, cooperates 


displays. 


with Elton in designing the displays and takes particu- 
lar interest in table settings in the gift room. Mr. Carl 
Christensen is head of the watch repair department and 
Mr. A. B. Shephard is in charge of clock repair. 

The entire organization, and there are ten employees, 
has Mr. Combs’ vision of building for the future by 
making every customer a satisfied customer. Recently 
a resident of Honolulu, who had lived in Omaha many 
years ago, came into the store to shop on one of her in- 
frequent visits to her old home town. She had been a 
Combs’ customer long before the “repair-in-advance” 
watch policy went into effect, but it is evident that com- 
plete satisfaction in the past brought her back to the 
store recently . . . and it is this same kind of continued 
confidence that T. L. Combs & Sons is methodically 
building for the future among satisfied watch-buyers. 
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WHY LONGINES DEMAND IS INCREASING 
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Longines is doing more advertising 


MAGAZINE 


Longines magazine adver- 
tising is now appearing in 
The Saturday Evening Post, 
Life, Collier’s, Time and 15 
other national magazines, 
using its famous theme 
“The World’s Most Honored 
Hands Wear Longines, The 
World’s Most Honored 
Watch.” 


RADIO 


Longines is using more ra- 
dio stations, and using them 
more intensively. 


SPORTS EVENTS 


Longines is advertising 
more extensively to those 
who patronize baseball, col- 
lege football, field meets, 
racing, etc. 


CAR CARDS 


Longines car cards are now 
appearing in some 200 cities 
from coast to coast. 


DISPLAYS 


Longines displays for the 
jeweler are even better than 
previous Longines displays, 


the best in the industry. 





everywhere 
NEWSPAPERS 


Longines advertising is ap- 
pearing in newspapers in 
more than 150 cities. 


PUBLICITY 


Longines publicity tieups 
are keeping Longines to the 
front in connection with ex- 
peditions and other news 
events. 


LONGINES-WITTNAUER WATCH CO,, INC. 
580 FIFTH AVENUE, NEW YORK, N.Y. 
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Fine stores carry MIKIMOTO Pearls 





not only in necklaces and bracelets, but 








mounted in brooches, rings, and ear- 








rings—also Pearls for additions to 
necklaces and for mounting according 


to personal preference. 
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e ° Q.- what isa pearl ? for rings, brooches, earrings, studs and scart pins. Baroques 
A A.—Spencer defines a pearl as a malformation of the lack symmetrical form but have luster. 
£ external skeleton of the pearl-oyster, secreted, like the shell ° ° 
(] itself, by the mantle of the mollusc, and consisting of the Q.—What are the qualities of a fine pearl? 
same material and with the same structure as the mother- A.—An even luster and sheen throughout the surface 
of-pearl that forms the inner side of the shell. The fresh clear transparent color (especially rose, cream, white and 
water pearl mussel is another important pearl-bearer black), perfect tex atches, chalky 
° 5 
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Q.—What 4s the process by which culture 


; ‘ Q.—What causes the pearl to grow? 
. A.—A sand grain, a parasite or another 4 - Py 
* a Ni XK the shell and to allay the irritatio, pearls are grown in the — 





alternate secre- A.—The method is to partially wedge open the shell 
ny substance called of a three- to four-year old oyster and insert into its 
worm is the commonest cause shell-secreting epidermis a nucleus consisting of a 
symmetrical gem pearls mother-of-pearl bead wrapped in a small sac of mantle 
tissue from another oyster After this Operation, the 
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re are the principal pearl fisheries? 
-—The Persian Gulf and the waters off Ceylon, India! 
Australia, Mexico, Panama, Venezisela and the Sout 
Sea Islands. The fresh water pearl mussel is found in 
many American rivers 














beds where, for fine quality, they are left four to five 
years, while the nucleus is coated with many layers of 
nacre from the ovster’y body system 
. * 


What is the worth of Pearle ¢ 





lays, advertising and 
romotion, nay ge 
satisfactory sales an 
profits on their Pear 
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A.—Little 


and lusterless. ° bd 






that they are dull 
Q.~— What are the Principal shapes ot gem pearls? 


A.—Pearls of Pertect roundness, without cracks, dim- 

























° ~— ples, excrescences ur blemishes—and, in the vase of neck Q.—Do pearls require great care? 
business. laces, with a small sized drill hole—are treasured most of A.—Customers should be cautioned against dropping 
all, tullowed by the rare Peat and button shapes. An them on hard surtaces and exposing them to contact with 
exactly matched pair ot Pear-shape. pearls brings « tancy gem stones, acid, water, perspiration or heat. Necklace 
price cu be mounted ay earrings, and single pearls are used pearls should be wiped occasionally with a handkerchief 
# pendants and scart pins Button pearls are in demand and restrung several times a year 
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“BIRTHSTONE PRIMER” 
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To Beguile the Time 


@ From mythology, the theater and the zoo comes the inspiration 
for these ingenious fob watches, to be worn with women’s sport jackets, 
sweaters and suits. A quaint or vivacious theme, or some little bit 
of sentiment, can transform a mechanical timepiece into a delightful 
article of costume jewelry. At upper left, a yellow gold Cupid holds 


a heart-shaped watch, which can be detached, on its four-inch chain, 


for easy reading. At upper right, a comic and a tragic mask form the 


front and back of a locket watch, the pin part of which is engraved, 
“Gay hours ...Sad hours.” At lower left, the head and ears of an elephant 
are joined to a snake-chain trunk, which holds one of the popular little 
ball-watches. At lower right, the watch forms the base of a miniature 
“canary cage,” complete with tiny canary, which simulates a real canary-cage 
by swinging on a chain. These designs are shown here by courtesy of “L’Officiel 


de la Bijouterie et Accessoires,” Paris jewelry fashions publication. 
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Established 1866 


Importers and Cutters of 


DIAMOND 


608 Fifth Avenue, New York 











Cutting Works: Antwerp—48 Rue Simons 
Amsterdam—33 Sarphatistraat 
64. West 48th Street London—23 Holborn Viaduct 

















PER EAT IMPORTERS end CUTTERS 


Fancy Cut Diamends 
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ous diver % Son 


ha FIFTH AVENUE NEW YORBh 


TEL. MEdallion 3-4822 4823 





CHICAGO REPRESENTATIVE — GEORGE PILZER, 31 NORTH STATE ST. 
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A South Afriean 
Diamond 


Chronology 


Conclading a summary of big dates 
in diamond history. based upon; 


H. A. Chilver’s *Story of De Beers” 


INETEEN hundred and twenty-one-——De Beers 
ceases mining and washing, because of the world- 
wide depression. 


1922 
Acquisition of German shareholdings in various prop- 
erties gives De Beers control of the Premier Diamond 
Mining Co., with 208,946 deferred shares out of a total 
of 320,000. 
1924 
Direct treatment plants put into commission for treat- 
ing Wesselton and Dutoitspan ground. 


1928 

Diamond-bearing river gravels discovered on Elands 
putte Farm, near Lichtenburg, in the Western Transvaal, 
by Dr. Harold Harger. Six thousand diggers partici- 
pate in the Elandsputte rush, on Aug. 20, racing to peg 
claims in the alluvial soil. Twenty-thousand runners 
later participate in the Grasfontein rush, near Elands- 
putte. Within a year, 100,000 diggers are in these fields. 

Another spectacular discovery of alluvial diamonds is 
made in December of the same year, in the ancient 
oyster-beds and terraces at Alexander Bay, just below 
the southern lip of the mouth of the Orange River, in 
Namaqualand. 
Hans Merensky, the discoverer, and associates recover 
12,500 carats worth £150,000. Dr. Merensky eventu- 
ally sells his interests in the H.M. 
£1,026,000. 

Alluvial production during the 12 months ended Sep- 
tember, 1927, totals £6,258,000, compared with the an- 
nual output of £1,854,550 for the 10-year period be 
fore 1926. 

De Beers secures assets of the Kamfersdam Mine, a 
few miles north of Kimberley. 


Six weeks after pegging claims, Dr. 


Syndicate for 


1927 
Purchasing surplus alluvial production, the Diamond 
Syndicate acquires £8,000,000 of diamonds by the end 
of this year. 
The South African Government subjects alluvial fields 
to the 1925 Diamond Control Act, which had excluded 
alluvial from its provisions. The Consolidated Precious 
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The greatest man-made hole in the world—the Kim- 
berley mine today. It's 946 feet from the surface to 
the water, and the water in the open mine is 354 feet 
deep. This mine has been shut down for many years. 


Stones Act, of 1927, gives the Government discretion as 
to the date of proclamation of new alluvial ground for 
pegging, and the right of leasing, selling, or working it 
itself. Formerly the Government had to proclaim allu- 
vial ground within three months after the discovery of 
diamonds, and only individual diggers could win claims. 

The State proclaims the balance of the Namaqualand 
diamond lands a state digging. 


1929 
The Diamond Syndicate offers Conference Producers . 
a 50 per cent interest in the purchase of diamonds from ! 
outside sources—Angola, Beceka, Koffyfontein and H.M. 
Association. Participation ratio are: De Beers, 324 
per cent; Jagersfontein, 5 per cent, and Consolidated 
Diamond Mines of South-West Africa, 124% per cent. 
Sir Ernest Oppenheimer is elected chairman of De 
Beers. Sent to South Africa in 1902 in connection with 
A. Dunkelsbuhler & Co.’s interests, Sir Ernest was 
mayor of Kimberley, 1912-15; founded the Anglo-Ameri- 
can Corp., in 1917, to develop the East Witwatersrand 
gold field; the Consolidated Diamond Mines of South- 
West Africa, in 1920; the Rhodesian Anglo-Ameri- 
can, Ltd., in 1928, and the Diamond Corporation, in 
1930, through which the Conference producers became 
joint owners with the Syndicate of diamonds, which, be- 
cause of extensive alluvial discoveries, had accumulated 
rapidly. - 
1930 
The Diamond Corporation takes over the whole of 
the Diamond Syndicate’s business, since, during the de- 


(Please turn to page 65) 

















MOST MEN'S RINGS ARE 9 TO II IN SIZE 


66 HAT size rings should I stock to fit my respec- 

tive customers?” Every jeweler, no doubt, has 
coped with this problem. Solving it is well worth his 
while by enabling him to fit every customer without 
having to carry an excessive inventory and without the 
repair department expense of having to reduce or en- 
large rings to make them fit. 

The Korber jewelry store, Fort Wayne, Ind., accom- 
plished it, even with men’s rings, sizes of which vary 
much more than do those of ladies’ rings. 

Furnishing the entire supply of rings for men taking 
the 14-degree in Scottish Rite Masonic work, Korber’s 
had an excellent opportunity for tabulating the various 
sizes of rings used. These men came from all walks 
of life including farmers, business men and _profes- 
sional men ranging in ages from 21 to 70 years. Be- 
ginning in the spring of 1934, a complete record was 
kept of the size of every ring sold and continued up 
to and including 1938. At the end of that time approxi- 
mately 750 rings had been sold, which it was felt was 
a sufficiently large number to serve as an accurate guide. 
Here is the way they divided: 
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as now. 


BRITAIN STOPS DIAMOND LEAKAGE TO NAZIS 


Lonpon—In line with the general tightening of the 
Allies’ blockade of Germany representatives of the Brit- 
ish Board of Trade last month were in Amsterdam and 
Antwerp to discuss measures by which it is hoped to 
stop supplies to the Nazis of industrial diamonds, which 
are of vital importance in their armaments industry, 
Although measures were taken at the outbreak of war 
to ensure that diamonds from London only went to 
Holland and Belgium for internal use in those neutral 
countries, it now seems that neutral firms and individuals, 
particularly in Antwerp, are buying the stones on behalf 
of Germany. Plans now drawn up will, it is believed, 
stop these leakages. 

The situation in the gem stone market now is that 
there is a scramble to obtain any large, fine quality, 
round and emerald-cut stones that appear. They are 
now so rare and, according to Backes and Strauss, are 
likely to become even more so. In all the series of rough 
shown by the Diamond Corporation, says this diamond 
house, there is the same lack of the necessary large 
stones from which the more important sizes can be cut. 
New goods here from the cutting centers are so very 
much higher in price than the stocks actually held by 
the merchants here wholesalers are compelled to retain 
them until stocks already here are exhausted, but the 
small quantity that remains from the older goods is fast 
disappearing. Stocks here have never been quite so low 
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Oscar Heyman x BROTHERS inc. 
MANUFACTURERS AND GEM IMPORTERS 
642 FIFTH AUE.NECW YORK CITY 
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For Your Own Good .. . Support The Jewelry Industry Publicity Board 






THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1940 





























STUDENTS’ DESIGNS WIN PRIZES 


LORAL motifs, combining gold of various hues with 


colored stones — especially calibre emeralds and 


rubies—and diamond baguettes and melee, dominated the 
annual exhibition of jewelry designs by students of 
Christian A. Jakobb, shown last month in Mechanics In- 
stitute, New York. 

Mr. Jakobb, the instructor, has taught these classes, 
one night a week, for many years, and a number of his 
former students have obtained positions with manufac- 
turing jewelers. The designs shown above are typical of 
the work done this year, by students who have had in- 
struction during one, two or three years. Each yearly 
course consists of 50 hours of classroom instruction. 

Based upon attendance, conduct and progress in abil- 
ity during the past year, three students were awarded 
medals by Alfred Morrell, president of the Retail Jew- 
elers Association of New York. H. H. Pfreundschuh, : 
third-year student and designer of No. 2 above, won the 
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first prize, a gold medal. Jay Raum, a first-year student 
and designer of No. 7 above, was awarded the second 
prize, a silver medal. S. Donish, also a first-year stu- 
dent, who designed No. 5 above, gained the third prize 
bronze medal. The medals were donated by the Metallic 
Art Co., of New York. 

Honorable mentions went to A. A. Boyajian, a second- 
year student, designer of No. 9 above; B. Wollman, a 
first-year student, designer of No. 1, and F. P. Miceli, 
a second-year student, designer of No. 4. Designs Nos. 
3 and 6 are by J. W. Arends, a second-year student, and 
No. 8 by O. Periara, a first-year student. 

The Jakobb classes aim to impart a knowledge of the 
forms of decorative art and composition as applied to 
jewelry, in keeping with technical requirements. 

Mr. Jakobb also conducts a correspondence course in 
design for those who find it impossible to attend the 
classes at the Mechanics Institute. 
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COSTUME JEWELRY, A MEANS TO AN END 
(From page 41) 


| almost a seasonal business, that is, different styles and 





items of jewelry will wax and wane with the costumes 
of each season, and consequently it is highly important 
to complete the turnover of each buy for each season jy 
that season. To this end, a close watch is kept on the 
merchandise’s movement, and buying gaged accordingly, 
so that the turnover will be completed under its own 
momentum within a relatively short period. To be caught 
with an unturned stock at the end of a season usually 
means that it will remain unturned for at least a year. 
no matter what the markdown, since the rapidly chang. 
ing vogue will have left it far behind after its season js 
past. 

Consequently, Everts’ have no faith in late close-outs 
after the merchandise has become stagnant. Instead, 
they try to complete the cycle of each season’s jewelry 
within three months. That they succeed in doing so is 
shown by the fact that their average turn-over in the-de- 
partment is four times a vear. Obviously, a stock which 
turns four times a year with the standard jewelry store 
mark-ups is a nice profit-maker in itself, aside from its 
advantages in creating store traffic and helping the sale 
of other goods. 

The location of the department within the store and 
the display methods used place the final touch to the 
skilful merchandising through which costume bits are 
moved in such substantial quantities. The department is 
placed immediately in front of the entrance in the 
center of the floor, thus gaining visibility from all point, 
in the store, and acting as the hub for store traffic. It is 
flanked on one side by the watch counter, and on the 
other by the gold ornamental jewelry department, and 
thus serves to bring patrons within casual reach of some 
of the more expensive articles in the store. Display is 
clever and catchy; attractive baubles are placed in pro- 
fusion along the counters, so arranged as to reach out 
down the aisle and capture the eye of the casual shopper. 
In the frequent windows devoted to costume items, they 
are given the same care and distinction of arrangement 
that is devoted to more expensive wares, making their 
price seem even more moderate in contrast to the hand 
some appearance they make in the window. Such win- 
dow displays of modestly priced jewelry do much to 
correct the impression that jewelry stores are costly 
places. 

Though not a constant feature of the firm’s newspaper 
advertising, costume jewelry is a sure traffic stimulant 
when it is featured, and this is done at strategic times 
of the year, to give momentum to gift promotions and 
to stimulate sluggish merchandise. 


$1,000 OFFERED FOR CONSUMER EDUCATION 


Convinced that the “consumer movement” and public 
distrust of advertising constitute the major problem fac- 
ing advertising and business this year, Advertising Age, 
100 E. Ohio St., Chicago, has announced $1,000 in cash 
prizes for the best practical ideas for improving rela- 
tionships between advertisers and consumers. 

The only rule is that all entries must be mailed before 
midnight May 31. Essays, outlines, graphs, charts or 
any other entries, in any length, size or shape, may be 
submitted by any individual, group of individuals, busi- 
ness men or consumers. 
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GRADS PREFER JEWELRY STORE GIFTS 


(From page 47) 


daughter's, gift from Rider’s. “‘“Most of the parents 
seemed pleased that we had taken such an interest in 
their children,” said Samuel Goldberg, head of the firm. 
Rider’s thus obtained a large list of young people eli- 
gible for graduation gifts—and their birthdates. 
Knudtson’s, in Roseburg, Ore. (population 5000), 
window-displayed cut-out bust figures of a boy and a 
girl graduate in mortarboard caps, at the top of an 
inclined plane, covered with a Chinese red scarf. Small 


gold-paper boxes, scattered about the searf, had black 
cardboard tops looking like mortarboards. Each box 
was divided into two compartments, one holding a brace- | 
let, ring, watch, locket or compact, and the other a 
miniature rolled diploma, which, when unwound, read: 
“Dear Graduate, Congratulations. May life fulfill your 


expectations. ” 

Beckwith-Range Jewelry Co., Tampa, Fla., brings 
‘em in with direct-mail. There’s a letter to parents six 
weeks before Commencement, suggesting that they call to 
look over the store’s array of desirable gifts. Ten days 
later, a letter congratulates each graduate and suggests 
that he drop in to see the watches, diamond rings, signet 
rings, vanity cases, belt buckles, etc. In another two 
weeks, a second letter in similar vein goes to the par- 
ents, and, finally, 10 days before Commencement, a sec- 
ond invitation goes to the graduates. ““These four let- 








ters impress our name and lines upon both family and 
graduate,” says W. H. Deuber, treasurer of the firm. 
Inserts in billings, display ads, window display and spot 
radio announcements complete Beckwith-Range’s six- | 
week graduation campaign. 

A. F. Edwards, Inc., Oakland, Calif., sent a chatty 
letter (see text on page 47) to some 2500 parents, two 
weeks before Graduation, complimenting them upon the 
progress of their offspring, and listing a variety of 
medium-priced gifts to commemorate the big day. The 


“Oriente 


same day that the parents received the letter, the store ée 
ran the first of three ads, three columns wide and 10 : u tured 


inches high, in the newspapers, to tie in with the sales “~~ 


letter. This and the two succeeding ads stressed a num- ée 

ber of gifts for bovs and girls, from which the custo- Pearls 
mer might choose, according to his taste and pocketbook. 
The second ad ran a week after the first one, and the 
third appeared just before Graduation. 

Stackpole’s, San Jose, Calif., mounted a panel photo- 
graph of the entire student body of San Jose High 
School, with the graduating class in front, across the 
entire length of a show window, which featured watches. 
Inside the store, a table at one side of the entrance dis- 
played silver bon bon dishes, sugar and creamers, tea 
services. nut dishes, etc., while another table on the 
other side of the doorway held bright-hued pottery. 
Cards on each table, decorated with photos of graduates, | 
suggested: “Hospitality aids that all graduates will By eucaniais urea 





appreciate.” : ae ae te 
Slavick’s, Los Angeles, have always been firm believ- — s Canes Jew elry Stores for 
ers in terse billboard advertising. During the month of | thei r reno wned lustre and real value. 
May their billboards, situated at strategic points on the | - sgt os nee ; at ae 
boulevards coming into the city, showed a pair of gradu- Leys, C hristie CS < "ye Ine. 
ates, in mortarboard caps, sitting on top of the world, | 05 Nassau Street, New York 
and large letters suggested “Graduation Gifts from ee ae nce ea 
Slavick’s”” with the address. 





SE. Washington St., Chicas 
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The vogue for large fine-cut mirror-like stones has 
produced the two best reorder items of the season. 
Illustrated above, the clip No. 300 retails at $2.95, 
the THIN MAN AND DOG No. 328 retails at $1.95. 
The House of Schrager features the largest selection 
of this huge stone jewelry in clips and pins to retail 
from $1.00 to $7.50. Besides crystal, they are also 
available in aquamarine, rose, multi, and the jewel 
colors. 


These are just a few of more than 4,000 jewelry items and com- 
pacts in our line to retail from $1.00 to $10.00 


H. M. Schrager & Co., Inc. 


303—5TH AVE. NEW YORK, N. Y. 
CHICAGO OFFICE: 36 S. STATE STR. TELEPHONE: CENTRAL 4645 
Samples furnished to responsible firms. 








Chase Rand Presents 


‘-*The Lorna’’ 





Handmade 1/4 k. yel- 
low and white gold 
mounting set with 4 
side diamonds. 
Weight: .15 carats 
and center white and 
clean Diamond 
Weight 1/3 carat. 
Total weight, .48 
carats ... net $49.50. 


Mounting only, con- 
taining 4 side Dia- 
monds, .15 carats... 


Net $15.50. Wed- 


monds total weight.20 
carats... Net $20. 





Chase Rand Gorporation 


Importers and Cutters of Diamonds 
Large and Complete Stock Always 


Memorandum selection sent on request 


64 West 48th St. New York City 
ANTWERP LONDON 


ding band, five Dia- 





GEMOLOGY—THE SCIENCE 
THAT BUILDS SALES! 


Today the jeweler has access to new and 
fascinating facts which have been discov- 
ered during the development of the new 
science of gemology. 


His enthusiasm and self-confidence as well 
as the confidence of his customers are in- 
creased—and he sells more goods. 


More than eight hundred jewelers are 
already taking advantage of the proven 
sales results. 


You, too, should investigate this new sci- 
ence. Find out for yourself what its use 
can do for your business. 


Be a Certified Gemologist—an expert in 
the identification of gemstones, their syn- 
thetics and imitations. 


For more information, write to the 


GEMOLOGICAL INSTITUTE OF AMERICA 
541 South Alexandria 
Los Angeles, California 
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A SOUTH AFRICAN DIAMOND CHRONOLOGY 


(From page 59) 


pression, it had become manifest that the Syndicate could 
not continue to buy diamonds from the producers and 
maintain the big stock it possessed. Subscribers to the 
Diamond Corporation are the De Beers Co., the Barnato 
Group, the Anglo-American Corp. of South Africa, A. 
Dunkelsbuhler & Co., Consolidated Diamond Mines of 
South-West Africa, and New Jagersfontein. 

De Beers controls diamond production of South 
Africa, with the exception of the alluvial and the govern- 
ment diggings in Namaqualand, through purchasing the 
Anglo-American interest in Consolidated Diamond Mines 
of South-West Africa and in Cape Coast Exploration, 
Ltd., and the Barnato interest in New Jagersfontein 
Mine. 

Diamond Corporation suspends sales, because of the 

depression. Dividend payments are suspended for some 
years. 
" Sir Ernest Oppenheimer notes that decreased alluvial 
production ‘‘will serve to show that, given a normal mar- 
ket, the question of over-production in the Union, no 
longer exists.” Producers in Angola, the Congo and 
West Africa have subscribed to the policy of limitation 
of production and sales through one channel. 


1931 


De Beers appoints H. T. Dickinson consulting engi- 





OUT 


Innouncing 
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On and after 


MAY fst, 1940... 


neer in charge of the technical management of all its 
mines, including the New Jagersfontein, Consolidated, 
Cape Coast, Premier and Koffyfontein properties. A. F. 
Williams, general manager of De Beers for 26 years, 
resigns, and is succeeded by A. A. Coaton. 

The head offices of the Premier, Consolidated and 
Cape Coast companies are moved to Kimberley, where all 
secretarial, accounting and diamond-sorting is henceforth 
performed by the De Beers staff. 

Operations suspended at the Dutoitspan and Koffyfon- 
tein mines in July. 


1932 


Operations suspended at the Jagersfontein Mine in 
January, and at the Premier, Bultfontein and Wesselton 
mines on March 31. 

1933 

The Diamond Producers’ Association is formed, con- 
sisting of the Government of the Union of South Africa; 
the administrator of mandated South-West Africa as cus- 
todian of diamond interests there; De Beers Consoli- 
dated Mines, Ltd.; the Premier Diamond Mining Co., 
Ltd.; the Koffyfontein Mines, Ltd.; the New Jagersfon- 
tein Mining & Exploration Co., Ltd.; the Consolidated 
Diamond Mines of South-West Africa, Ltd., the Cape 
Coast Exploration, Ltd., and the Diamond Corporation, 
Ltd. The Diamond Corporation, considered as a pro- 
ducer in view of its accumulated stocks, is given a quota 
for the sale of such stocks. Each producer awarded a 


Vew Location 


The Offices and Showrooms 
of Walter Lamp! will be 
located on the 


FOURTH FLOOR 


608 FIFTH AVENUE 
New York City 


Same Phone Number. BRyant 9-7285 
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The ALTON watch has fulfilled its promise. It has 
demonstrated to thousands of users that the ALTON 
represents better value and higher quality in each 
price range. 


Every watch is cased, timed and rigidly inspected in 
our own shops. Each watch comes to you in a spe- 
cially designed beautiful gift box. 


You can offer these dependable new ALTON watches 
to your customers with every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 





The above watches are three of nearly 50 new models 
added to the ALTON line and illustrated in our new 
1940 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 


Weksler & Goodman, Inc. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


J 


5 South 
Wabash Ave. 


Chicago 
Iinois 
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quota for its trade, after providing for the purchase by 
the Diamond Corporation of the output of the outside 9, 
foreign producers. 

The Diamond Corporation forms the Diamond Trad. 
ing Company, to purchase and sell diamonds belonging 
to members of the Diamond Producers’ Association, of 
which the Diamond Corporation, itself, is a member, 
Thus almost the whole of the world’s diamond produ. 
tion is marketed through one channel and under one 
control. 

1935 

The South African Government agrees to market dig- 

monds through the same channels as the other producers, 


1936 
After total cessation of operations for three years, 
washing is begun from the Bultfontein dump. Mining 
operations are resumed at Dutoitspan, March 18. 


1937 


A second shift started at Dutoitspan, Jan. 1, and the 
mine is operated double-shift until July 1, when one 
shift is transferred to the Bultfontein Mine, where new 
machinery had been installed. 

Sir Ernest Oppenheimer announces that De Beers will 
surrender its diamond rights in Southern Rhodesia over 
a definite area each year, so that after 20 years all De 
Beers’ diamond rights there will be extinguished, except 
for any deposits that might be discovered during that 
period. 

1939 

The Wesselton Mine is reopened, with the completion 
of new sorting and washing plants. The remaining shift 
of workers employed at Dutoitspan, following the re- 
opening of the Bultfontein Mine, is transferred to the 
Wesselton Mine on Jan. 1, and the Dutoitspan Mine is 
closed. 

, 1940 

Operations suspended Jan. 1 at the Bultfontein Mine, 
due to conditions arising from the European War, but 
normal operations continue at the Wesselton. 





JOIN THE FATHERS' DAY PARADE 
(From page 43) 
contrasting color to the other two, and, if you use black 
and white, the effect will be striking. In the foreground 
the circlets of black velvet pads with scalloped, pleated 
white edges on a white background will arrest the eye 
of even the most jaded window-shopper. 

Or, to put your possible customers in a whirl—you 
might trim up this “Tops for Pops’ window. Note the 
streamers for greater effect, leading from the theme sign 
to the various items, each of which, of course, is priced. 
The white scroll sign in the center, done neatly in parch- 
ment, using black letters, with the first letters in a light 
blue, explains that these gift suggestions are but a few 
from your stock and you must proudly admit that they’re 
tops in quality, design, and “giveability.” 

Also, in working up your window and store displays, 
don’t overlook the helps that are being offered by many 
of the manufacturers of jewelers’ items that are suitable 
gifts for men. These concerns will be happy to supply 
you with special display fixtures, cards and newspaper 
mats in various sizes, a few of which are shown here. 
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Finally, since you're going into a promotion, do it up 
right—run some newspaper advertisements, even if they 
are small, Suggestions for a couple of them are given 
here. You can, of course, change the illustrations a bit 










Two Father's Day ad ideas 
with humorous twist, to tie 
in with the window displays 
suggested on page 43. 
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and cut down the cost still further, but in any event 
you'll be gratified with the results. 

And for a direct-mail piece, well, there are hundreds 
of good ideas that might run into a bit more money than 
your June budget calls for. However, you can use the 
Father’s Day stickers which can be had at very reason- 
able cost from the Father’s Day committee, using them 
on rour regular letterhead and writing a letter similar 
to this, to each person on your mailing list: 

“You may have forgotten your Father’s birthday— 
perhaps he has too! But we'd like to remind you that ‘his 
particular day—and every father’s particular day—oc- 
curs June 16. 

“That date isn’t so far away and we’ve assembled 
what we think is the grandest collection of ideas for gifts 
for Dad—from collar pins to diamond rings, from 75c. 
to $750—you’ll find a host of unique, useful, and lasting 
gifts for that Grand Old Man—YOUR DAD! 

“Stop in a moment when you’re down-town to see us. 
Under our expert guidance you'll need but a short time 
to select the most interesting gift you could imagine. 
And, of course, we’d be only too pleased to charge it to 
you. Or, if you can’t come in, simply phone Jamison 
7889 and ask for Miss Wing—she’ll do the rest. 

“May we have the pleasure of serving you?” 

Cordially yours, 
“BLANK JEWELRY COMPANY” 


Step out of your shell for Father’s Day— it’s a gift 
occasion, and the jewelry store should be gift head- 
quarters. 





MANCHESTER MARKETS SILVER CLEANER 


Manchester Silver Co. of Providence, R. I., is placing 
on the market a new type of silver cleaner said to em- 
body an entirely new discovery. One of its advantages is 
that it will not soil the hands and requires no more effort 
to use than washing dishes. It is useful in cleaning 
glassware and all metals or painted surfaces. A free 
sample will be sent on request. 
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HONESTY is not a virtue 


... itis good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 


COOPER’S POLICY of fairness and ac- 
curacy continues unchanged . . . always 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Our Reputation Is Our Success 








WHAT GEMOLOGICAL 
KNOWLEDGE MEANS TO 
THE EMPLOYEE 


—To the young man just starting out in business, it 
means a saving of from five to ten years in the 
acquirement of knowledge which has always been 
required for a jeweler. 


—I+ means that he is fitted to increase his income 
much more rapidly. 


—lIt means that he can avoid expensive errors, and 
that from the beginning of his career he has the 
use of the finest sales arguments, backed by science. 


—To the established employee it gives new, interest- 
ing sales tools. 


—It increases his value to an employer. 


CAN YOU AFFORD TO DO WITHOUT SUCH KNOWLEDGE 
ANY LONGER? 


For information on how to obtain this knowledge, 
write to the 


AMERICAN GEM SOCIETY 
541 South Alexandria 
Los Angeles, California 
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Forks in 114 different patterns "marched" through the windows 


Sterling Parade 
Draws 2000 Into Store 


by F. N. HOLLINGSWORTH 


UCH of Boston was talking about two things, the 

week of April 8—the weather, which was cold 

and wet, and Smith, Patterson Co.’s “Sterling Silver 

Parade.” Notwithstanding day after day of rain, which 

dampened retail volume throughout the city, the promo- 

tion attracted more than 2000 interested people and 
prospective customers to Smith, Patterson’s store. 

Visitors totaled 150 on Monday, April 8, the first 
day of the Parade. From then on, the pulling power 
of direct-mail invitations, newspaper advertisements and 
a series of clever window displays—coupled with favor- 
able word-of-mouth publicity—built up traffic. Tuesday 
300 visitors were clocked, Wednesday 450, Thursday 
500, Friday 300, and Saturday, the banner day, 700. 

The window displays were big attention-getters. One 
hundred and fifty sterling silver forks, in 114 different 
patterns, were formed in marching rows down the front 
of six large display windows, arranged by Joseph 
Drouin, display manager. Each fork was held by the 
tines in an oval-top white satin ring display unit, and 
these were set in alternating rows, like a marching 
column on parade, with tiny American flags mounted at 
intervals. A label identified each pattern. 

Heavy white silk cords, in straight lines, marked the 
outlines of the “parade route.’’ Backgrounds’ were red, 
white and blue, with heavy gold tasseled cords. The iden- 
tical color scheme and the march of the patterns tied the 
windows together in an unusual and effective way. 

Back of the parading forks were examples of hollow- 
ware, differing in each window. A grouping of sterling 
toilet sets appeared in one window, for instance, and 
sterling tea services in another. 

Successful windows not only stop crowds, but per- 
suade them to come into the store. These Smith, Patter- 
son displays did just this, for each window contained a 
card reading: “Would you like to see the world’s largest 








68 















Smith, Patterson 
Co. supple- 
mented news- 
paper advertis- 
ing with an 
invitation to 
customers to in- 
spect their se- 
lection of ster- 
ling patterns, 
during the spe- 
cial showing. 
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teaspoon, 264 times larger than average? Then come 
IM. woe 
Like Gargantua, Ringling Bros.’ largest gorilla in cap- 
tivity, this teaspoon is said to be the largest ever dis- 
played anywhere. Smith, Patterson’s was the first store 
in the country to show it. Made by the Gorham Mfg. 
Co.,.in the Greenbrier pattern, it is four feet, one inch 
long and weighs 264 troy ounces. One gallon of tea, 
soup or other liquid could be held in its bowl. 

A series of tables, set with sterling silver, china, nap- 

(Please turn to page 79) 
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hased-effect edges. Note the modern touch given by th 
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Underwood & Underwood 


STOP?! ... 


and ask yourself these questions 


by EDWIN F. PETERS 
display manager, Hess &-Culbertson, St. Louis 


OST of us in the jewelry trade feel that we occupy a peculiar position in 

the retailing industry, insofar as the jeweler’s greatest competition 

comes not from other jewelers down the street, but from other types of “luxury 

merchandise’’—let us say automobiles, furs, travel trips and expensive perfumes 

and cosmetics. These are continually making inroads on money that would 

otherwise incline toward the jewelry store. 

How can we compete for the luxury dollar? I thing the solution is entirely 

wrapped up in how well the jeweler adapts himself to merchandising and man- 
agement trends. These questions outline my beliefs: 


1. Are you a modern mer- 8. Do your employees talk 
chandiser, and have you and sell with a pleasant 
kept pace with the mod- smile on their faces? 
ern tempo in selling? 9. Do you try to think the 


2. Is your store as modern 
and up-to-the-minute in 
efficiency as the leading 
department store or spe- 
cialty company in your 
city? 

3. Does your store impress 
customers with its wide- 
awake and open _integ- 
rity? 

4. Does your staff thoroughly 
know the merits of the 


way your customers do— 
do you mentally try to 
put yourself on the other 
side of the counter and 
try to reason out how you 
are impressed with the 
store? 


10. Do you “live” your trade, 
or do you talk baseball 
and unrelated topics, in- 
stead of jewelry? 


merchandise you feature? 11. Does your staff feel a 
5. Are your wares displayed definite responsibility as 
in the most complimen- a part of the organization, 
tary way possible, and and are they sold on your 
does your display really merchandise ? 
eanniligersntty, sel 12. Do you practice honor 


6. Is your store light and 


cheerful, with a pleasant and customer -loyalty 


above sales? 


atmosphere? 

7. Does your staff give the 13. Do you ask the advice of 
psychological impression every one on the staff 
that business is good, with —even customers, too— 
no risk of a sale-killing when planning a promo- 
negative impression? tion? 


In connection with Question 9, I have been able to step up impression, appear- 
ance and sales in our own store by imagining myself as a customer for a time, 
and studying window displays from a layman’s standpoint. 

In my case, I discovered that the lighting fixtures in our windows were too far 
removed from the merchandise. Bringing them down to a minimum distance of 
42 to 48 inches helped window-shoppers see all the intricate details that go to 
make up value in jewelry, and brought us a surprisingly good increase in 
smaller-item sales. 

Convert yourself into a customer in your store for a week, and see how you 
can improve your selling plan. 
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YOU CAN'T SAY THAT!—OR MAYBE YOU CAN! 


(From page 50) 


marily for plating purposes of either platinum, gold or base 
metal. ; ’ ; : 

here is no national stamping act relating to platinum, but 
New York, Illinois and New Jersey have statutes establishing 
standards for platinum which have been made the substance 
of Commercial Standard CS66-38 National Bureau of Stand- 
ards, effective for manufacturers June 20, 1938, and retailers 
June 20, 1939. Provisions of the New York statute may be 
summarized as follows: 

Articles wherein no solder is used at least 985/1000ths parts 
of platinum group metals, or articles whetein solder is used, at 
least 950/1000ths parts of platinum group metals, but in either 
case, no more than 50/1000ths parts of metal other than pure 
platinum, may be marked and described as platinum. 

Articles at least 985/1000ths parts of platinum group metals 
where solder is not used, or at least 950/1000ths of platinum 
group metals where solder is used, containing at least 750/1000the 
pure platinum, may be marked platinum preceded by the name of 
the other platinum group metal predominating to more than 50 
1000ths parts, e. g., “Iridium-Platinum” or “TIrid-Plat.’’ 

Articles at least 985/1000ths parts of platinum group metals, 
where solder is not used, or at least 950/1000ths of platinum 
group metals where solder is used, containing more than 500/- 
1000ths parts pure platinum, may be marked platinum preceded 
by a decimal fraction in one-thousandths showing the platinum 
content in proportion to content of entire article and followed by 
the designation of the other platinum group metal in quantity of 
more than 50/1000ths parts. 

Articles 950/1000ths parts of platinum group metals with less 
than 500/1000ths parts pure platinum may be marked by the 
name of the predominating metal, in decimal thousands, but not 
as platinum. 

In platinum and gold articles, the platinum must be 985/1000ths 
pure platinum, and constitute no less than 5 per cent of the total 
weight of the article; and the gold karat content must be indi- 
cated, e. g., 18K and Plat. 


Note: Under these Acts, the term “platinwm” cannot be used 
to designate a plate and all such expressions as “platinum 
plated,” “platinum filled,” etc., are illegal. It should further be 
noted that these laws apply only to platinum or alloys of plati- 
num and one or more of the related metals. There is no federal 
or state law relating to the marking or advertising of any of 
the so-called related metals, except when alloyed with platinum. 
Such terms as “platinum effect” or “platinum color,” with the 
capacity and tendency or effect of misleading or deceiving pur- 
chasers or prospective purchasers into the belief that articles 
so described are composed of platinum, should not be used. 


RHODIUM PLATE AND PALLADIUM PLATE 


Articles plated with rhodium or palladium should be affirma- 
tively described as such, as for example, “Rhodium Plated” or 
“Palladium Plated.” They should not be referred to as either 
“Rhodium” or “Palladium,” thereby indicating they are made 
entirely of these metals. 

No terms or descriptions including the words rhodium or 
palladium, nor such terms as “Rhodi” or “Rhodium Finish” or 
“Palladium Finished” should be used in connection with articles 
containing no rhodium or palladium. 


Miscellaneous 
MOTHER OF PEARL 


The term “mother of pearl” should be applied only to the 
genuine, hard, iridescent internal layer of sundry shells such 
as the pearl oysters and mollusks. Such terms as “pearloid,” 
“pearl fittings,” etc., should not be used to describe articles 
which are not manufactured of pearl. 


IVORY, SHELL, AMBER, CORAL, HORN 
Tortoise shell is from the shell of a turtle. 


Amber is a fossilized vegetable resin found in geological 
deposits; transparent or translucent. 

Coral is the outgrown shells of little sea animals; opaque, 
yellowish pink, or white, orange, or oxblood. 

Ivory is obtained from the tusks of male elephants. 

Horn, similar to ivory in composition and appearance, is 
the horn of animals. 

These descriptive terms should be used to describe only the 
genuine products. Imitations, such as compositions of cel- 
luloid, or plastic products and others known by various trade 
names (e. g., “Parisian ivory,” “pyralin ivory,” etc.) should be 
described as and for what they are or as “imitation,” “arti- 
ficial” or “manufactured.” 

Terms such as “two tone shell and ivory,” “ivory grained,” 
“ivoroyd grained,” “amber grained,” “amberoyd,” “ivory cel- 
luloid,” are misleading when used to describe products which 
are not of genuine shell and ivory, ivory, or amber as indicated. 


RING ILLUSTRATIONS 


Illustrations of rings should not exaggerate. If enlarged to 
show details, the enlargement of the stone and ring should be 
proportionate, and the advertisement should clearly state that 
the illustration is enlarged, e. g., “enlarged four times.” (See 
No. 140.) 


PEWTER 


Pewter is a metal composed of tin and lead. 


CHROMIUM PLATING AND PLATED ARTICLES 


This expression should be used only if the article is plated 
with chromium, not if the article is nickel plated (which 
should be described as such). Plated articles should be de- 
scribed as plated not as “chromium,” or “nickel,” ete. Chrom- 
ium is a brilliant, grayish white metal that will not tarnish; 
presently used commercially for plating only. 


CLOISONNE 


Cloisonné (which means “wall”) denotes ware decorated by 
a method by which a design in enamel is produced by laying 
out the pattern with thin wires, and fusing enamel paste in 
the interstices. The wires are retained in the article outlining 
the design and are characteristic of cloisonné. While the term 
“cloisonné” is sometimes used in the trade to describe articles 
decorated by translucent vitreous enamel on a base chased or 
stamped with a design, such articles are not true cloisonné and 
the use of the term in that manner is inaccurate. 

Some of the articles incorrectly called “cloisonné” are 
“champlevé enamel.” In champlevé enamel the metal ground 
for the enamel is originally cast with depressions, or engraved, 
or cut out, or lowered, then filled with enamel paste and fired. 


SILVER DEPOSIT—SILVER FINISH 


Descriptions such as “Silver Deposit,” “Silver Finish,” ete., 
as applied to metal articles should not be used. 


[Ep. Nore: Reprinted from the National Association of Better 
Business Bureaus’ “Guide for Retail Advertising and Selling.” 
This book is available at $1.00 a copy from any Better Busi- 
ness Bureau, or from the National Association of Better Busi- 
ness Bureaus, 405 Lexington Ave., New York, N. Y.] 


KNOWING YESTERDAY'S DESIGNS SELLS SILVER TODAY 
(From page 45) / 


great country houses, where much entertaining was done, 
were to be found silver basins and ewers, silver pots for 
beer, drinking cups, candlesticks and other utensils. 
The spirit of the Tudor and Jacobean periods finds 
some expression in contemporary decoration. Country 
homes, where space is plenteous, make use of the sturdy 
furniture and the firm, heavy fabrics of these periods. 
In such homes, it is entirely appropriate to suggest 
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heavy repoussé flatware of the types illustrated. Used 
with formal dinnerware of the porcelain type, gold-en- 
crusted or decorated in the deep rich colors of the 
period, with deep-toned glass or heavy rock crystal, with 
creamy linen or lace, this massive flatware, embodying 
the foliage, rose,. linenfold and other favorite motifs of 
Tudor and Jacobean days, has 2 definite place in the 
home of today. 
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HAT so rare as a dull day in June, if you advertise as pow- 

erfully as the 10 ads on this page! Six of the ads are by credit 
jewelers and prove—if further proof be needed—that credit adver- 
tisements can score as high in terms of ethics, honor and beauty as 
in terms of merchandising. Bridal rings are pictured and priced 
appealingly, in four different ways, by Ross, Washington, D. C.; 
A. Stowell Co., Boston; Miller Bros., New Orleans, and Rost, In- 
dianapolis. Webb C. Ball Co., Cleveland, headlined, “Silver for the 
June Bride.’ Next to brides, graduates are the largest group of 
gift recipients in June. Bam’s, Richmond, Va., told about school 
rings; Slavick’s, Los Angeles, did a magnificent job with watches; 
Long’s, Boston, presented gold jewelry “for gay young graduates,” 
and Hess & Culbertson, St. Louis, advised a sterling place setting 
for the girl graduate. Chas. Schwartz & Son, Washington, D. C., 
grouped gifts for Father in the $5 and $10 price range. 


10 Ad Ideas 


for June’s 


Selling Days 








Ce 
— A Sterling "Place-Service" for the 
. Girl Graduate z 


Especially 
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14 DIAMONDS—TAILOURED 
Slim. graceful, dainty—truly expressive of 
American bride! 14 Karst 
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Wivosor Rose. ANartonan Success 


AND WATSON GIVES YOU 
pine EVERYTHING YOU NEED 
Wee TO HELP YOU SELL IT! 
































A HANDSOME DISPLAY 


The kind you want in your store 
or as a smart background for an 
effective window. Beautiful 
colors that show the silver to 
advantage. 





og ee ste a 
NEWSPAPER ADS FOR YOU 


Complete mats of attractive 
newspaper advertisements, ready 
to run in your paper. Ties you 
in with Watson national adver- 
tising. 





SMART COUNTER CARD 


Attractive easel card that re- 
minds your customers you stock 
Windsor Rose —the pattern that 
thousands have read about in 
magazines. 





sR Tr RR BRE 
STATEMENT ENCLOSURES 


For your mailings, or distribu- 
tion in your store, these attrac- 
tive folders tell the story of 
Windsor Rose and show its 
beauty. 


Seo a agmemenens 


MATCHED HOLLOWARE 

Like other popular Watson pat- 
terns, Windsor Rose is matched 
in lovely holloware, so you can 


build complete matching family 
services. 











HE scores of jewelers who have stocked Windsor Rose 
as soon as it was shown to them-—and the many who 
have ordered and re-ordered — are the best proof that in 
this successful new Watson pattern lies a worth-while 
profit opportunity for you! Ask to see Windsor Rose — and 
write for complete details on the attractive, free Watson 
selling helps that make it move! The Watson Company, 
850 Watson Park, Attleboro, Massachusetts. 


: 
— &W x3 — 
— i 


4 
% 


ia 


¢ 


TRAOE MARK 





THE JEWELERS’ CIRCULAR-KEYSTONE a 
for May, 1940 75 











®@ The Commodore, Bulova's 
new |7-jewel model, has en- 
graved bezel and saddle 
stitched pigskin strap. In 
natural or white rolled gold 
plate, to retail at $29.75. 








® Sweden's finest glass-blowers contribute 
Alsterfors crystal: oil cruet, $5.75; sauce 
boat and base, $5; olive dish, $7.50. J. H. 
Venon, Inc., 212 5th Ave., New York, N. Y. 


@The new "Petit 
Fleur" gold - filled 
fashion jewelry by J. 
M. Fisher Co., Afttle- 
boro, features green 
and pink contrasts. 
Items include locket, 
brooch, pendant and 
a flexible bracelet. 





@ Sterling silver bread and butter 
plates, by A. G. Schultz Co., Balti- 
more, measure six inches across, have 
a double-thread edge and weigh over 
two ounces each. $27.50 per dozen. 
® Harvel Watch 
Co., New York, is 
introducing this 17- 
jewel watch, cased 
in 14K white gold 
set with 18 dia- 
monds. $85, retail. 





®@ The graceful lines of "In- 
vitation,"” the new Gorham 
Plate pattern, suggest the 


ese . | . | 
® New expanding Blue Ribbon watch band eee 


for women, made by Wells Mfg. Co., Attle- } ith flecti 
boro, in 1/10 10K gold filled over non-corro- haath es Renee Cennee 


surfaces in handle centers. 
sive inconel. $3.50. 











© Benedict Mfg. Co.., 
East Syracuse, N. Y., 





®@ Blue Ribbon “lapel hound" is now making 10- 

® Scroll wire scale, 6!/2 in. high, from the clever menagerie of inch silver-plated 

holds little porcelain pots with pre- lapel gadgets in rhodium-fin- sandwich plates, in a 

served tropical flowers. 50 to 75¢. ished sterling made by Harry series of six different 

Leo Kaul Importing Agency, 115-C C. Schick, Inc., Newark. $1.50. designs. The entire 

South Market Street, Chicago, Ill. group, $15.90 list. 
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Wells’ Blue Ribbon—a streamlined and functionally planned at- 
tachment that is an assured success. 


Not only are Blue Ribbon Bands appealing in every particular 
of style and construction, they are presented in the most 
compelling sales-display unit ever devised for showing 
watch bands. Customers can actually try on Blue Ribbon 
Bands to see how easily they slip over the hand and how 
gently they hug the wrist. 
Blue Ribbon Bands are top quality throughout—as- 
suring long, carefree life—being |/10-10K Gold 
Filled over non-corrosive Inconel, with Stainless 
stee! springs. Salt spray or body acids have ab- 
sclutely no effect on these bands. Links are 
interchangeable without tools and Bands fit 
95°, of existent watches. 


Made and guaranteed by Wells of Top 

Hat Charm fame. Send for an assort- 

ment and ask for the Wells representa- 
tive to call. 


Wells Blue Ribbon 
THE PERFECT 
Expansion 

BRACELET * 


* 
MERCHANDISING 
AND DISPLAY 
MATERIAL 





Free Display Stand and 
five dainty show cards 
with an assortment of 
6 at $21.00 Keystone. 
Pink, yellow and white 
gold filled colors, as 
well as all necessary 
ends are available. 
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@ There's plenty of heart interest in the sterling silver heart bracelets 
made by Walter Lampl, 608 Fifth Ave., New York. Customers may select 
from several dozen variously decorated hearts for fitting to the chain. 








@ "Exquisite," the new 
pattern in Wm. Rogers & 
Son silverplate, is win- 
ning quick popularity. 


®@ “Lady Schick," for women's use, has creams to 








® Vari-colored spun silk boules, 
scented by Orloff, pendant from 
gilt and silvery chains. Necklace, 
Bracelet to match, $1. Jean 


Vivaudou Co., 10 W. 33rd St., N. Y. 


® Elgin's spring 
graduation pro- 
gram _ includes 
six new men's 
15-jewel, 15/0 
size watches, 





® Chase Rand Corp., 64 W. 48th St., 
New York, offers the “Lorna” bridal 
pair in 14K yellow and white gold, 
Engagement ring, with one-third carat 
center diamond and four side dig- 


monds, $99. The wedding band, $40, 





®@ Combining Orienta cul- 
tured pearls with gold 
leaves and zircons, this 
heart brooch by Leys, Chris- 
tie & Co., 65 Nassau St., 
New York, sells for $75. 


* a 
nee eee”™ 














in the less ex- 
pensive price 
field. Rose and 
natural 10K 
gold filled. 


retard, soften and lighten regrowth. Suede case. 


® Graduated, three-strand 
bead bracelet, in 14K gold, 
$75 to $80; sterling, $22, 
and 1/20-12K gold filled, 
$28. Manufactured by W. 
R. Cobb Co., Providence. 





®@ Glass-Flex watch band of 
Vinylite plastic expands and 
contracts with every wrist 
movement. Crystal or col- 


ored. Improved Products 
Mfg. Co., 115 4th Ave., N. Y. 





4 ® Top quality knife and waldemar chain set, 
‘ 1/20-12K gold filled, by Le Stage Mfg. Co., 


North Attleboro, $10. Soldered link chain is 


made from seamless wire; stainless steel knife. 











® Cream-rose Mikimoto cul- 
tivated pearl earrings, com- 


bining 10! m/m pearls 


with 14K white gold, $170. 
Other sizes retail from $30. 
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HELP THE BRIDE—AND SHE'LL HELP YOU 


(From page 39) 


establishment. At one end of the room, which is car- 
peted and is paneled in walnut, is a grouping of sofa, 
easy chairs, and an “occasional table” or two, with a 
generous supply of cigarettes and ash trays for the 
comfort of the caller while talking over her problems. 
Even Miss Brenning’s desk, and that of her assistant 
are of the type seen in a handsomely furnished home 
rather than an office. 

In the center of the floor are several tables set for 
the wedding supper, the bride’s luncheon and tea, a 
buffet breakfast, and a coffee table. All, of course, are 
complete with napery, glass, china, and decorations as 
well as silver, and are changed frequently. In one 
corner stands a large library table on which is demon- 
strated how to display the wedding gifts attractively 
and correctly. 

In the walls are recessed cases in which are displayed 
suggested gifts for the bride, for the bridesmaids, the 
best man and ushers, and from the bride to the bride- 
groom and the bridegroom to the bride. These sugges- 
tions, though never urged upon the visitor, get in their 
subtle work, and, according to Miss Brenning, lead to 
many additional sales. 

This non-commercial attitude which puts the caller 
at ease, plus the completeness of the service, plus the 
knowledge and personality of the person in charge, are 
the key to the success of this activity. It is essential to 
be able to deal with every kind of question from the 
correct dress for the bridegroom to the problems of 
budgeting expense so that every dollar will do its bit. 

Black, Starr & Frost-Gorham are fortunate in having 
Miss Brenning, who is a recognized authority on wed- 
ding procedure and has excellent personal and social 
connections. But in every city there are at least a few 
women who possess the necessary qualifications and 
whom the enterprising jeweler can find with a little 
effort. 

Literature is available, too, both for study by the 
adviser, and for distribution to prospective brides. The 
idea is, therefore, readily usable by jewelers every- 
where, and, according to Black, Starr & Frost-Gorham, 
it will handsomely pay the store which uses it vigorously 
and intelligently. 


STERLING PARADE DRAWS 2000 INTO STORE 
(From page 68) 


ery and flowers, demonstrated the beauty of many pat- 
terns “‘in use.”” Women visitors were especially delighted 
with a magnificent formal dinner setting, which used a 
$3000 lace tablecloth made during four years in a French 
convent. There were also an informal luncheon and a 
buffet supper setting. 

Each woman visitor was given a useful little book, 
“How to Be a Successful Hostess.” Every counter show 
case displayed flatware and hollowware to tie in with the 
window displays. Flowers were banked here and there, 
reflecting attractively in the silver. 

Smith, Patterson sent invitations to all their regular 
customers and to all upper-grade schools and colleges, 
particularly those having domestic science courses. Many 
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@CHECK THESE FEATURES: 


12 FAST SELLING 
PIECES in this 


Beautiful New Pattern 










Here’s a beautiful new assort- 
ment in just the patterns your cus- 
tomers want at the prices they 
want to pay. ... and timely for 
your wedding and graduation gift 
displays. A new Rose Leaf Pat- 
tern executed on famous Benedict 
silver-plate, priced to sell at 
$38.50 list, ($17.90 net) for the 


entire assortment of 12 pieces. 


This stunning floral pattern makes a fast-moving item 
that will sell through the summer season. 






Fruit or 
Cake dish 





Fluted 
Compéte 





Flower center piece 
Diameter—7% inches 


Flower center piece 
Diameter—10% inches 


@ attractive re 
@ full burnished silver plate 
@ large serviceable diameters 
@ fully guaranteed 


Be ready for summer sales! 
Send in your order today for 
the Rose Leaf Pattern assort- 
ment of 12 pieces as illustrated. 





Olive, Jelly or Nut 
dish 








79 


BENEDICT Mfg. Co. 


Dept. 10 


East Syracuse, N. Y 




















THE NEW CAMILLE 


SLIP-OVER EXPANSION GOLD FILLED WATCH STRAP 


Fits any wrist. Made in three widths in smart styles. 


Also, ladies’ Camille extension bracelets, plain and 
with center ornaments. 


All Camilles are made in 1/20 10K gold filled, and 
stainless steel insert on back. No wear. No tarnish. 
Very light and flexible. 


Our salesmen are now showing our complete new 
lines of gold filled tubing bracelets, lock bracelets, 
lockets, pendants, lavallieres, waldemar and _ vest 
chains, knives and buckle sets to the jobbing trade. 















. : : one “It's Wear That Counts" 
112¥%2B NARROW CAMILLE G.F. Ask your jobber for Bigney’s Mirror Finish products. 
EXTENSION BRACELET WITH CENTER ORNAMENT 











W7—CAMILLE SLIP-OVER EXPANSION G.F. WATCH STRAP—MEDIUM WIDTH 











W6—CAMILLE SLIP-OVER EXPANSION G.F. WATCH STRAP—ALSO MADE IN MEDIUM WIDTH 





Sold Thru Wholesalers SALES GFFICES 
—_ 
Ss. O. Bi gney Co. CHICAGO NEW YORK LOS ANGELES 
“The House of Mirror Finish Fame” Heyworth Bldg. 9 Maiden Lane 315 W. 5th St. 
Factory & Main Office: ATTLEBORO, MASS. G. A. Simmons Benj. Woldow David M. Abrams 








FACTORY HEADS 


are looking for 


CHRONOGRAPHS 
to study TIME 


and 


LABOR SAVINGS 


RACINE specially-designed 
CHRONOGRAPHS have 
a Market in Your Locality 











Today Factory Management is seeking ways to effect sav- No. 866/15 TIME STUDY WRIST CHRONOGRAPH 
ings in operations and labor so that they can meet fast- New Gallet time-study Chronograph with strap. 30- 
moving competition. More and more Plant executives are minute register, 15 jeweled, non-magnetic move- 
using Racine Chronographs and Timers to study operations ment. Time study dials are graduated in hun- 
and plan economies. Here’s a splendid opportunity for dredths and tenths of a minute and indicate grad- 
dealers to make extra profits and extra sales NOW. uated production up to 3000 units per hour. 





Write for FREE CATALOG e Jules Racine & Co., 20 West 47th Street e New York 
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ARTISTIC WINDOW DISPLAYS AT LOW COST 


A helpful service for the jeweler who wants distinctive 
window displays, but has difficulty finding time to plan 
and create them has just been announced by the Inter- 
national Silver Co. 

A handsome 32-page booklet just issued, pictures 23 
outstanding window displays in a wide variety of themes 
and treatments that have been designed and set up by 
International Silver and then photographed. Each is 





One of International's window displays for retailers. 


fully described, with directions for its construction and 
a list of the materials needed, all of the latter being 
available from International Silver Co., in packaged sets 
at prices ranging from $5 to $15 per window. 

Most of the displays are equally suitable for use with 
other products than silverware, so that the jeweler who 


obtains them is acquiring ideas and materials which can 
be re-used for many different items and purposes. 

The jeweler who is rushed for time, or who sometimes 
finds his ideas running dry will find this new booklet a 
helpful source of inspiration and suggestions. 


STERLING PARADE DRAWS 2000 INTO STORE 
(From page 79) 
class groups came in with their teachers, and at intervals 
a lecturer from one of the silver manufacturers gave in- 
formal talks about the silver, naming the different pat- 
terns and telling how to arrange an attractive table 
set-up for different occasions. 

Names and addresses of those calling were taken for 
future advertising promotions, and checked to ascertain 
whether they had a charge account with the firm or 
owned any special pattern in flat ware. The store se- 
cured over 1500 registrations and developed a fine new 
mailing list. Some fine flat ware sales were made through 
the week. 

The event was planned and worked out by J. C. Hass, 
manager of the silver department, who spent many weeks 
on it and obtained the cooperation of the manufacturers. 
The displays were arranged by Joseph Drouin, the dis- 
play manager, co-operating with Mr. Hass. It is under- 
stood that the store was so well satisfied with its “Ster- 
ling Silver Parade’ that it will stage another outstanding 
promotion in September, in time for the October and 
fall wedding business. 








150 BAY STREET 
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Reproduced herewith are several of our most popular numbers—attractively 


priced 
No. 221—Ereklite—Height 8%” No. 283—Colonial—Height 8%” 
No. 583—-Paneled—Height 7” No. 288—Ereklite—Height 10%” 


THE MUECK-CARY CO..INC. 


MANUFACTURING SILVERSMITHS 





/ HE truly alert hostess is aware that 
today, as in days of yore, Sterling Silver 
Candlesticks are a necessary complement 


to the well appointed table. 


Our large and varied line of Sterling Silver 
Candlesticks and Candelabras will appeal 


to your most discriminating customer. 


Ereklite Candlesticks, our latest patented 
creation, holds candles of many _ thick- 
nesses—Centers and Grips the candle 
securely and safely—Prevents the Candle 
from slipping, toppling over or falling out 


and eliminates wax drip. 


JERSEY CITY, N. J. 
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Pendant, No. K403—Locket, No. K402—Bracelet, No. K405—Brooch, No. K404 


F isher's "Petite Fleur’ ensemble in three-tone gold 
filled is winning the approval of jewelers wherever 
shown. This group is notable for its fine hand crafts- 
manship, characteristic of all Fisher jewelry items. 
Motifs are beautifully designed and assembled with 
artistic skill. These are 18k gold filled to give defi- 
nite green and pink contrasts. For those customers 
seeking jewelry that is out of the ordinary—that will 
give lasting satisfaction—show "Petite Fleur” by 
Fisher. Your Wholesaler can supply you—and will 
show you Fisher Lockets—Brooches—Pendants— 
Crosses—Sports Trophies—Bracelet Charms. 


JM. FISHER company 





ATTLEBORO, MASS. 


“THE FISHER LINE” 
J.M.F.C 








NOW READY! 


THE NEW EDITION OF ADVANCE-STYLES 
FOR THE JEWELRY INDUSTRY: 


“JEWELRY OF TOMORROW’ 


4TH EDITION 
ENTIRELY ILLUSTRATED 











THE KEY TO MODERN STYLING OF ALL JEWELRY! 
INDISPENSABLE TO ALL UP-TO-DATE JEWELERS! 


OVER 400 DESIGNS! 


novel ideas and timely suggestions for the following subjects 
and their manifold sorts: 


LADIES JEWELRY— 
MEN’S JEWELRY— 
WATCH CASES— 
VANITY AND CIGARETTE CASES— 
NOVELTIES OF UNUSUAL INTEREST, 


BY THE BEST PARISIAN ARTISTS 











Free with each full-paid annual subscription: 
exclusive designs created to-order for each subscriber's 
individual requirements (minimum 6), and other services 
possible to render with this subscription. 





Subscription Rates (poyable in advance): 


Chromatic Edition 
(colors of objects): 
Annual Semi-Annual Annual Semi-Annual 


$30.00 $20.00 $40.00 $25.00 


Annual subscription may be paid in two equal instalments, 
if preferred. Remittance may be made by ordinary check, 
or through any bank against delivery of the edition. 


Photographic Edition 
(black and white): 





OFFICIEL de la BIJOUTERIE & ACCESSOIRES 
8, Rue Murillo, PARIS (8e) France. 
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DON'T FORGET THE MAN AT THE WEDDING 


All during the summer and fall brides will be very 
much in evidence. Jewelry stores and departments will 
scintillate with gifts designed for her and her maids. 
But what of the man? Though he does not share the 
limelight at the wedding, he should receive the consid- 
eration of the jeweler, for there is the bride’s gift to her 
intended and the groom’s souvenirs to his best man and 
ushers to be considered. Then, too, there are birthdays 
and anniversaries to be remembered—all of which leads 
to the advice that the man receive his fair share of pub- 
licity in the jeweler’s advertising and window display. 

Brock & Co., of Los Angeles, had this thought in mind 
when they ran an entire series of masculine ads, each 
covering a single item, featuring creations of the highest 


33>>5>>0>5 
<P Sesion 
FOR 


DO MEN 















Fine English erystol, on which 








the hgures ore beautifully 






pointed in life-like color and \ 
deta! Links, $90 @ pair; Cho, 
$37. Flo coin of silver with 






Links, clips and lucky coin, 
in crystal and gold, pictured 
and priced in Brock & Co.'s 
"designed for men" series. 







BROCK 
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Particularly striking was 


craftsmanship and quality. 
their announcement of English crystal, hand painted. 
Each ad was headed “Designed for Men.” 

A modern setting of gifts for men, recently arranged 
by the jewelry department of Bullocks, Los Angeles, 
likewise attracted much attention, being timely in sug- 
gesting gifts for the best man and ushers at a wedding. 





Pen knives and cuff links are shown in front. 


The window was small, and of the shadow box variety, 
illuminated with a blue light. The floor and background 
were of solid blue, and against the latter was silhouetted 
a night club of modernistic architecture, upon the front 
of which was printed “Correct Accessories Add Zest to 
the Fine Art of Dressing Well.” At the other side was a 


black lamp post, and three silhouettes of men-about- | 


town, in evening attire. Each carried a walking stick, 
on the end of which was placed a signet ring. 
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Sterling silver ring—adjustable to 
any size—with complementary jewel 
polish in satin lined box $3 retail. 








TWIN FINGER JEWELS 


CREATE SALES FOR JEWELERS! 


A masterpiece of harmony 
for fingers and fingertips 
... four irresistible sterling 
silver rings .. . with match- 
ing or contrasting irides- 
cent Jewel-appeal polishes 
that reflect the Jewel- 
tones of the exquisite ca- 
bochon settings. A win- 
ning combination that's 
stepping up jewelers’ sales 
wherever smart women 
glimpse this dramatic 
fashion. 


BARBARA BATES 


Four... 
tugel Pink King 
Angel Pink Polish 


Moeontone King 
Evening Star Polish 


atuiel Blue King 
Frosted Red Polish 


Cfrape =rappi King 
Grape Frappé Polish 


C. J. BATES & SON—366 Fifth Avenue, New York 























Below—Prize-winning enamels on copper: 
by H. Edward Winter. Prices range from 
$10 to $35 retail. H. Edward Winter Stu- 
dios, 8114 Euclid Ave., Cleveland, Ohio. 


Below—Hand-moulded bas-relief vase in 
American crystal by an outstanding sculp- 
tor. Height 9", $12 retail. Verlys of Amer- 
ica, Inc., 342 Madison Ave., New York. 





Right—American pottery jar with ma- 
hogany lid topped with bronze dolphin, 
$3 retail. Variety of colors and ornament. 
Rebecca Cauman, 126 E. 59th St., N. Y. C. 


8-1 


Left —"'Chamberlains Umbrella" ciga- 
rette server, $5; Roman chariot server, 
$7.50; Continental sugar drum and Toby 
jug creamer, $6 the set. Executed in 
Stanite by Edward San Giovanni, 35 W. 
2\st St., New York. All prices are retail. 





Ameriean Giftware 
Design Comes of Age 


BY J. RICHARD IANDER 


O more conclusive proof of the coming of age of 

American talent in design could be given than 
that offered by the exhibit, Contemporary American In- 
dustrial Art; 1940, current at the Metropolitan Museum 
of Art, New York City. If ever there has been any 
doubt of the versatility and quality of such talent, of the 
ability of American artists to meet consumer tastes and 
demands in the field of decorative and utilitarian art, 
that doubt must be dispelled by the current exhibit. 

Perhaps it has taken the war, gnawing at the founda- 
tions of the European export market, to make American 
consumers conscious of the tremendous reservoir of 
creative talent cradled in these United States. Perhaps 
it is only the rapidly increasing demand for all manner 
of gift and artware in general. Whatever the cause, the 
stamp of approval decidedly is on the American de- 
signer, on the decorative, utilitarian piece conceived and 
produced in the United States, wholly from the stand- 
point of American taste. 

Here, it is possible to treat only with a limited group 
of these artists, give but one instance from the works of 
each out of the variety of mediums in which they work: 
wood, glass, metals, ceramics. At best they comprise 
but a small nucleus of the army of American master 
craftsmen that have arisen to serve the enterprising 
jeweler with fine commercial gift and art lines. 

Edward San Giovanni, silversmith, provides a remark- 
ably diversified group of table accessories in Stanite, 
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patterned from sterling originals. In the vanguard of 
creative artistry, his pieces are characterized by a 
classicism touched with whimsy, the idea of the moment. 
At 36, he works against a background of over 20 years 
of study and practical experience in art, sculpture and 
design, acquired both in this country and abroad. 

From Cleveland School of Art has come H. Edward 
Winter, worker in ceramics, whose unique application 
of porcelain enamels applied chiefly to copper have been 
widely exhibited here and overseas and are part of the 
permanent collections of 12 American museums. 

New England’s schools of art have given us Miss 
Rebecca Cauman, holder of a certificate in master crafts- 
manship from the Boston Society of Arts and Crafts and 
member of many similar societies. Well-known at the 
major art exhibits, she is an all-round designer: jewelry, 
metalwork, woods, fabrics, etc. 

With the advent of Russel Wright, America is pro- 
vided a clean-cut departure in the field of pottery. 
Active as well in furniture, wooden and metalware de- 
sign, this Ohio-born descendant of two signers of the 
Declaration has given the commercial market American 
pottery characterized not only by plastic, flowing lines, 
but by unbelievably soft-toned finishes and coloration 
that are fast retiring the more commonplace glazes. 

Pottery, pewter, copper and fabrics form the forte 
for Miss Mary Rodney. Most recent of her successes 
have been designs executed in native, hand-rubbed 
American woods as shown, produced by craftsmen under 
her direction. Altogether, Miss Rodney provides about 
2500 craftsmen, scattered throughout nine Southern 
states, with designs not only of her own.but submitted 
by clients as well. 

Serge Nekrassoff, examples of whose art in Britannia 
metal are illustrated, has been steadily coming to the 
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Left—Truly American, hand-rubbed 
wooden ware from selected native woods, 
hand-crafted from designs by Mary Rod- 
ney. $1.50 to $7 retail. The Southern 
Highlanders, 610 Fifth Ave., New York. 


Below—''American Modern" pottery din- 
nerware by Russel Wright. Pastel, soft- 
tone finishes with simplicity of line. Open 
set, pieces from 30 cents to $2.75. Wright 
Accessories, Inc., 40 W. 25th St., N. Y. 


Britannia metal by Serge Nekrassoff. 
Cigarette box bears plaque with blue 
enamel insert, is cedar lined, $12 retail. 
Porringer ash tray $2. Match box cover 
to match, $1.70. Selected from Mollie 
Boynton, Inc., 225 Fifth Ave., New York. 


fore since his arrival in America some years ago, a 
refugee from the Russian revolution. Two years ago he 
founded a forge in a small Connecticut town, from which 
now emanate commercially produced Nekrassoff pieces 
under his personal supervision. 

The illustrated example of art glass marks the further 
advance of American designers. Originally drawing on 
French designers, the company marketing the vase 
shown has turned to domestic talent and, at this writing, 
is receiving designs from prominent American sculptors 
who henceforth will be commissioned to design the bulk 
of the firm’s fine crystal art pieces. 








































A 9 inch, bell-like, crystal vase, 
reflecting the skill and artistry of 
Swedish craftsmen. Designed by . 
Elis Bergh . . . made by Kosta. 
Write for samples and 
prices for this‘and other dis- 
tinguished Kosta pieces. 


af H. VENON, INC. 
D. Stanley Corcoran, President 
212 Fifth Avenue 712 So. Olive St. 
New York Los Angeles 











SUPPER 
PLATE 


NUMBER 
870R 





ARTHUR ARMOUR 
ALUMINUM 


(THE ARISTOCRAT OF THE METAL LINES) 
Is the Ideal Wedding Gift, Combining Beauty, 
Utility and Imperishability. 
New 40 Page Illustrated Catalog Will Be Sent Upon 
Request. 


A. STANLEY BRUSSEL | 


Pacific and Mountain States 
TARA SALES CoO. 
412 So. Olive, Los Angeles 


225-5TH AVE., 
NEW YORK CITY 
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OU’RE right. Of course money doesn’t grow 
on trees! We wish it did. 

Still, Mr. Enterprising Jeweler, you can be the 
possessor of a sort of “tree” where dollars—gift 
dollars—will grow. We mean your Gift and Art 
Department. 

This Gift and Art Department “tree,” like any 
other, will need nurturing—light, air, stimulation 
at the roots, a little promotion work. Just as the 


gift and art houses who are joining in these pages 





to bring you the story of their wares with the 





“Spode FLorence 


The fortunate bride who receives 
Spode dinnerware is always a prospect 
for additions to her set. 


Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 
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Dollars Grow 


* K 


multiplicity of opportunities that await you in the 
colorful field of gifts and art, so you, Mr. Enter- 
prising Jeweler, by joining the parade and satis- 
fying the never-palling appetite of your clientele 
for the new, the unique, the fancy-catching in qual- 
ity gift and art ware, can keep that cash register 
ringing. 

Make your selections now. From May, straight 
to the Christmas holidays, the sales swing is up 
for gift and artwares. With items like these that 
shout for attention from your clientele, you'll soon 
find your gift and art tree growing by leaps and 
bounds, bearing prodigiously the fruits of in- 
Meaningful, gratifyingly signifi- 
“Gift Dollars Grow!” 


creased profits. 


cant will be the remark, 















Py Jewelers 


who seek 


@ Extra Prestige 
@ Added Profits 







Mandarin” 
- Vase 
Height 912” 
in Crystal 


$12.50 @ New Patrons 





will do well to look 


into the new line of 


DECORATIVE GLASS 


Verlys glass, originated in France, now made in 
America, has a sculpturesque beauty distinctly 
its own. In a wide range of designs, each hand- 
moulded and hand-signed, to retail from $1 to 
$20.00. Write for latest catalog. 


VERLYS of AMERICA, Inc., 342 Madison Ave., N.Y.C. 






“Pine Cone” Bowl 
in Crystal $1.75 





Fs 
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Brown Betty 
MATCHED 





A lovely matching set of genuine 


oven-proof earthenware and spar- 
kling chrome. Large, covered Pie- 
serole, graceful covered Casserole 
and chrome tray ...and six 
dainty little individual icin 
with their own chrome plates. 


Write for complete information. 





3. EAST STREET ¢ FREDERICK, - 








APOTHECARY SCALES 


As Table Decorations 
FOR FLOWERS, FRUITS, CANDIES, etc., etc. 





Made of wrought iron, of brass, of crystal, and 
combinations, some solid, some exactly bal- 
anced, from 12 inches to |7 inches in height, 


from $7.20 to $24.00 per doz. 
For full information gét our price list No. 160. 


We have a splendid line of imported and 
American made gift goods, from 25 cents to 
$50 sellers. Completely illustrated price lists 
mailed on application. 


LEO KAUL IMPORTING AGENCY 
115-119C South Market St., Chicago 




















+) 
INTRODUCES THE 


SILVER nation Kit 


POLISH e.us POLISHING CLOTH 


for Brightening and Main- 
taining Lustre on Silver- 
ware, Plate, Metals 


ONTAINS 8 o-. bottle of per’ 
Instant Silver Polish . . 
brand new highly emulsified Hg 
mula that removes tarnish . . 
puts a gleaming finish on elvers 
ware and plate. Also a 10x17 
Cadie Chemically Treated Silver 
Polishing Cloth to remove dull- 
ness that comes from day-to-day 

exposure to the atmosphere. 


Cadie Cloth and Pol- 
ish are packed to- 
gether in colorful 
display carton to re- 
tail at 40c. Send to- 
day for full details 
on this fast moving 
double-value Cadie 
Polish Kit. 

















ADIE Cloths, imprinted with your advertis- 
ing message, are also available. Send for 
special prices and details. 


CADIE CHEMICAL PRODUCTS, INC. 


12 West 21st Street, New York City 




















ent 


HAT bid fair to take ranking place in the field 

of metalware are the bowls, trays, servers, book- 
ends, desk and smokers’ accessories, designed and edited 
by George Sakier, versatile artist well-known for his 
executions in Fostoria glass. Arresting because of the 
unique finishes achieved, the group is tentatively known 
s “Grammes colorplate and etchware,” with distribu- 
tion under the direction of Alexander Aderer at the 
Sakier studios, 9 E. 57th St., New York. 


* & 


IssuaNcE of a new catalog is announced by Eric M. 
Bauer, 225 Fifth Ave., New York, eastern representative 
for Roman Art Co., manufacturers of “Robia” ware, 
popular line of religious figures, figurines, bookends, 
doorstops, etc. Copies of the catalog, which contains 
full information on these items, are available on request. 

* * * 


AN ADDITIONAL POINT of interest will be afforded jewel- 
ers who plan to visit New York this summer, through- 
out which the Metropolitan Museum of Art will stage an 
exhibition of Contemporary American Industrial Arts. 
Included in the exhibition, which opened April 30 and 
will continue through Sept. 15, are the works of artists 
and designers of well-known lines of giftware in metal, 
glass, wood and ceramics. 

* * # 

SurpMents of English china to this country are heay- 
ier since the opening of the European conflict, states 
Copeland & Thompson, Inc., New York, importers of 
Spode. No interruption in production or shipment has 
been occasioned by hostilities, the company states, and 
the great number of ships coming westward from Europe 
with empty holds provides abundant cargo space. 

* * * 


ContinueEp favorable sales to jewelers of floral prints 
with frames reproducing the 18th and 19th century 
vogues are reported by Andres, Inc., 135 W. 26th St., 
New York. The company states that the example from 
their line, shown in these pages last month, is priced at 
$10 retail, the price previously quoted being $5, the 
wholesale price. 





Recently opened showroom of Dalbrun Art & Giftware, Inc., at 225 

5th Ave., New York, displaying fine English bone china and crystal. 

Chinese and Italian pottery, American lamps, metalware, etc., 
complete the Dalbrun line. 
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OUT OF THIS BARREL 


Dollars repre- 
sented in pre- 
cious metals 
entrusted to our 
care for refining. 








This is but one of the many 
barrels shipped to DEE & CO. by 
those who accumulate sweeps, 
polishings, sink settlings, etc. in 
their operations. 


Some barrels yield modest val- 
ues, others surprisingly sizable 
figures. Every lot receives the 
same rigorous, exacting care in 
the process of refining. 


CONTROL of refining opera- 
tions, years of experience, mod- 
ern facilities, and a policy to 
encourage continued shipments 
explain why 


DEE CHECKS SATISFY 





IT PAYS TO SHIP TO DEE- 
WE CAN PROVE IT 











Ss a 


CO. 


ela 

OOWNTOWN OLO0 GOLO 
ANU SALES OFFICE 
SS E.WASHINGTON ST 


>) 4 =e 


_ __, -eeclous 
: CHICAGO 


ANO “BLANT 
1900 W KINZIE 
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““New Haven” Quality 
IN 


/ TWO NEW NUMBERS 


/ Cc 4) 
Bi 





Sweep Second Pocket Watch 


Something decidedly different and appealing in a low- 
priced pocket watch! Sure of wide acceptance, not 
only as a dependable timepiece, but for clocking many 
special things, such as photographic development and 
exposure, manufacturing processes and cycles, sports 
events requiring close decision, etc. 


This useful watch has a bright nickel, dust-proof case; 
white metal dial with black hour, minute and sweep 
second hands and black and gold-color numerals; un- 
breakable crystal. Temperature-compensated move- 
ment. 


Retails for only $2.00; Keystone list, $2.56. 





THE "ELITE" 


“‘Copper-Clad” Wrist Watch 


Case has a new finish called “Copper-Clad” which pos- 
sesses the richness and lustre of copper. Curved, stain- 
less steel back. Attractive dial finished to harmonize 
with the case. Unbreakable crystal. Tempercture-com- 
pensated movement. Copper-tan leather strap. Retail 
price, $3.95; Keystone list, $4.90. 


These are but two selections from 
"New Haven's'' many attractive 
watches, Clocks and novelty time- 
pieces available promptly through 
your jobber. 


WATCH DIV. 
THE NEW HAVEN CLOCK COMPANY, NEW HAVEN, CONN. 


NEW HAVEN 
Gimepiecer 
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ANRJA HasTwo Mid-Year Sessions 


Jewelers Should Telegraph 
Watches as Florists Do Flowers, 
Slagle Argues at Oklahoma City 


Jewelers in the far-flung areas of 
the Northwestern and Southwestern 
states manifested keen interest in 
the affairs of their trade by travel- 
ing great distances, in many in- 
stances, to attend two regional mid- 
year conventions of the American 
National Retail Jewelers Associa- 
tion, last month. Total enrollment 
of 650 would seem to justify the 
wisdom of the national association 
in having inaugurated these mid- 


year meetings two years ago. 

The prominence of the speakers and 
the quality of the addresses were equal 
to the advance notices on the convention 
programs. 

In most instances officers of the na- 
tional association and speakers at the 
first convention of the Northwestern 
region, April 4 and 5 at Kansas City, 
Mo., continued on to Oklahoma City, 
Okla., for the convention of the South- 
western region, April 7, 8 and 9. 


"Telegraph This Watch, Please" 


One of the most outstanding develop- 
ments of either convention was the sug- 
gestion that watches be delivered in any 
part of the country by telegraph in the 
same manner in which florists, for years 
now, have been telegraphing orders for 
flowers. 

Robert J. Slagle, Houston, Texas, 
one of the most alert and aggressive 
watch merchandisers in the country, who 
broached the idea, explained that since 
current models of advertised brands of 
watches are now to be had in all jewelry 
stores of any consequence in the country, 
it would be quite possible for a person 
to go into a jewelry store, buy a watch 
to his liking, and have an identical watch 
delivered by an accredited jeweler in 
another city 500 miles away, the very 
same day. 


Travelers Would "Wire a Watch" 


Mr. Slagle reasoned that today many 
men are on the road in connection with 
business when their wives or children are 
having a wedding or birthday anniver- 
sary. Such emergencies could be easily 
met by the inauguration of his plan, he 
asserted. 








By their very attendance at the ses- 
sions the jewelers at both gatherings 
evinced a keener interest in proceedings 
than do audiences at most conventions 
of national associations. There was a 
minimum of walking in and out. 

Tinley L. Combs, Omaha, vice-presi- 
dent for the Northwestern region, which 
comprises North and South Dakota, 
Nebraska, Kansas and Missouri, and 
Mr. Slagle, vice-president for the South- 
western area, which includes the states 
of Oklahoma, Arkansas, New Mexico, 
Texas and Louisiana, shared the gavel 
with President Everts. 

Walter M. Jaccard, of the Jaccard 
Jewelry Corp., Kansas City, who was 
chairman of the local committee on ar- 
rangements, made the address of wel- 
come at Kansas City. 


Experts Tell the Facts 


The principal addresses were: “The 
National Association and the Impor- 
tance of Its Work,” Harry G. Butter- 
field, Joplin Mo., vice-president of the 
Missouri R.J.A.; “Distributive Educa- 
tion,” C. E. Irwin, Kansas City; “Fed- 
eral Legislation Affecting Retailing,” Dr. 
David R. Craig, Washington, D. C., presi- 
dent of the A.R.F.; “The Jewelry Indus- 
try Publicity Board,” W. D. McNeil, 
New York; “The Romance of Business 
and the Business of Romance,” Louis 
Goldman, Goldman, Allshouse & Healy, 
attorneys, Chicago; “Merchandising Sil- 
ver,” John S. O’Connell, vice-president 
in charge of sales, Towle Mfg. Co., New- 
buryport, Mass.; “Advertising Your 
Business,” Frank R. Brodsky, adver- 
tising manager, Elgin National Watch 
Co., Elgin, Ill.; “Getting Publicity for 
Your Store,’ Mr. Everts, of Arthur A. 
Everts Co., Dallas, Texas; “How to Sell 
More and Better Diamonds,” William G. 
Drosten, F. W. Drosten Co., St. Louis, 


*Mo., former regional vice-president of 


ANRJA; “Current Headaches for Re- 
tail Jewelers,’ John Guernsey, Wash- 
ington, D. C., Distribution Economist, 
Bureau of Census, U. S. Dept. of Com- 
merec; “The Trade Paper and the Asso- 
ciaticr. Movement,” Fred Sands, pub- 
lisher, Mid-Continent Jeweler, Kansas 
City; “Publicity for the Jewelry Busi- 
ness,” Frank Pfeiffer, Parsons, Kans., 
president of the Kansas R.J.A.; “The 
Social Side of Association Meetings,” 
Wallace G. Boyson, Cedar Rapids, Iowa, 
secretary of the Iowa R.J.A. 

President Everts and _ Secretary 
Charles T. Evans gave accounts of the 
activities of the national association, at 
both conventions. 

In addition to Messrs. Everts, Butter- 
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field, Drosten, Guernsey, Brodsky, 
O’Connell and Evans who spoke a sec- 
ond time at the Oklahoma meetings, there 
were addresses by E. E. Smartt, Okla- 
homa City, chairman of the State Board 
of Public Affairs, on “Federal Legisla- 
tion as it Affects Retailing,” and “Taxa- 
tion”; and Mr. Slagle on “Thirty Rea- 
sons Why People Buy.” 

The featured address was by Elmer 
Wheeler, the prominent authority on 
salesmanship, who says, “It’s the sizzle, 
not the steer, that sells the steak.” 

The welcome at the Oklahoma con- 
clave was delivered by Willis D. Waugh, 
Okmulgee, Okla., president of the Okla- 
homa R.J.A. 

About 400 members and ladies were 
in attendance at the banquet on Monday 
evening, April 8, when June Hamilton 
Rhodes, publicity counsellor for the 
Jewelry Industry Publicity Board, pre- 
sented a style symposium, which as 
always was a hit. 

The Oklahoma jewelers arranged a 
buffet supper, two luncheons and the 
banquet, followed by entertainment and 
dancing. 


Kansas R.J.A. Reelects Officers 


At the Northwestern conclave, the 
Kansas R.J.A. held its annual meeting 
in the nature of a luncheon, with Presi- 
dent Frank Pfeiffer in the chair. He 
and his fellow officers were re-elected. It 
was decided not to hold a convention 
this year but to concentrate on the work 
of building up this organization which 
was formed only last summer. 

The Missouri R.J.A. also had a lunch- 
eon meeting and made plans for the 
convention to be held in Columbia, Mo., 
June 16 and 17. President Fred Pilcher 
presided and in the general discussions 
it was quite evident that Missouri is 
well organized. 


Votes 10% for Publicity 


The Oklahoma R.J.A. held its annual 
meeting in conjunction with the South- 
western meeting and re-elected: Willis 
D. Waugh, Okmulgee, president; C. W. 
Haupt, Bartlesville; John F. Drake, 
Ponca City; Ray De La Mater, Mc- 
Alester; Harry E. Bowers, Lawton; 
George Sloan, Tulsa, and J. F. Sey- 
forth, Oklahoma City, vice-presidents, 
and H. V. Gritz, Enid, secretary-trea- 
surer. L. G. Meyerding, B. C. Clark and 
George Goldfarb were named as a legis- 
lative committee. The association voted 
to contribute 10 per cent of its treasury, 
after current bills are paid, to the 
Jewelry Industry Publicity Board. 
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Grand Rapids Convention 
Marks 35th Year of 
Michigan Jewelers Association 


Granp Rapws, Micu.—That Michigan 
R.J.A. is going places was clearly indi- 
cated at the last annual convention of 
the American National Retail Jewelers 
Association when the Michigan associa- 
tion moved into a tie for first place with 
the New York State association in num- 
ber of active members. Further proof, 
if any is needed, was offered by the 
large and enthusiastic gathering at the 
35th annual convention of the associa- 
tion here, April 14-16. 

Starting with a buffet supper party 
held jointly with the Michigan Horo- 
logical Association and the Wolverine 
Travelers, Sunday night, and a bowling 
tournament, Monday morning, delegates 
settled down to the serious business of 
the convention with the Monday lunch- 
eon. 

Following welcome by President Sid 
Thompson of the Michigan jewelers, 
R. Wayne Newton, director of the Mich- 
igan Retail Institute, explained the in- 
stitute’s work in combatting illegitimate 
competition and promoting orderly dis- 
tribution. Jewelers are one of the active 
groups coordinated in the federation. 

Henry W. von Unruh, Cincinnati, re- 
gional vice-president of the A.N.R.J.A., 
described its work for the jewelry trade 
and urged cooperation with both the na- 
tional organization and the Jewelry In- 
dustry Publicity Board. 

Walter Reddy, director of the Mich- 
igan Sales Tax Administration, explained 
the workings of the Michigan sales and 
use taxes and answered questions on in- 
dividual situations and problems. 

Convention business was resumed with 
the Tuesday luncheon with addresses in 
the afternoon by Paul G. Goebel of 
Grand Rapids on the ways and means 
of dealing with the industrial catalog 
menace. 

D. Blair, Jr., of Warren Telechron 
Co., discussed problems affecting the 
retail distribution of electric clocks. 
James Swartchild, of Swartchild & Co., 
Chicago, explained the service rendered 
by watch material wholesalers but urged 
care and accuracy on the part of retail- 
ers in ordering such supplies, in order 
to insure good service. 

Officers for the ensuing year, all of 
whom were unanimously elected are: 
President, Paul Morrison, Kalamazoo; 
first vice-president, Sid Young, Jack- 
son; second vice-president, Glen Hat- 
field, Flint; secretary, Howard Dox- 
tader, Lansing, and treasurer, Bert Van- 
denburg, Grand Rapids. 


Price Advertising of Watch Repairs 
Is Hit by New York Horologists 


The April bulletin of the Horological 
Society of New York was devoted almost 
entirely to a forthright blast against the 
mass of price advertising of watch re- 
pairing which has been appearing, not 
only in newspapers, but in certain jew- 
elry trade publications as well. 

The editorial cited as notable excep- 
tions, however, Horology, The American 
Horologist and Tue Jewerers Circurar- 
Keystone, for having “steadfastly re- 
fused to accept advertisements and reve- 
nue from such sources, regardless of how 
well cloaked the claims might be.” 

A montage of some of the offending 
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RETAIL JEWELRY SALES MAP FOR APRIL I, 1940 


HB NON-REPORTING eee 
INSUFFICIENT DATA 





bp accompanying map shows in per cent how independent jewelry store sales during March, 1940, 
compared with business done in March, 1939. On the basis of reports from 833 stores in 34 states, 
the amount of business done in March, 1940, was 17.7 per cent greater than that of March, 1939, and 
14.2 per cent greater than that of February, 1940. 

THE JEWELERS' CIRCULAR-KEYSTONE'S Index of Jewelry Store Sales stands at 113.2 for March, 
1940, compared with 94.5 for the same month a year ago, 91 two years ago, and 110.6 three years ago. 

Forty-one reporting stores in Texas averaged a 46.3 per cent increase in sales compared with March 
1939, contrasting with relative dullness during February. Oregon and Washington, as usual, registered 
outstandingly favorable comparisons with a year ago—a 36.6 per cent increase for Oregon, and a 23.2 
per cent increase for Washington. In Illinois, where Chicago jewelers averaged a gain of 33.3 per 
cent over March, 1939, the state as a whole enjoyed 22.9 per cent larger jewelry sales. 

Percentage changes during March compared with the same month of 1939 follow for several other 
cities: Los Angeles, plus 5.6; Portland, Ore., plus 41.1; St. Louis, plus 22.5; San Francisco, minus 4.8, 
and Seattle, plus 31.5. 

These data are compiled by the Current Statistical Service, Bureau of Foreign and Domestic Commerce. 
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WHOLESALE JEWELERS’ SALES, INVENTORIES AND CREDITS, MARCH, 1940 


No. of Month’s end No. of Collection Accounts 
firms re- inventories firms re- percentages Receivable 
Sales porting porting 
No. of Percent change from Percent change from Percent change from 
firms reporting Mar. Feb. Mar. Feb. Mar. Mar. Feb. Mar. Feb. 
1939 1940 1939 1940 1940 1939 1940 1939 1940 
U. S. Total.... 40 + 8.3 +17.4 22 + 0.4 +1.6 32 21 22 21 +15.0 55 
Middle Atlantic 15 + 6.3 +24.8 10 — Al +5.6 I 23 23 24 + 8.0 63 
East North 
Central ..... 12 + 9.0 +19.7 6 +19.3 —5.8 10 22 24 23 +20.4 —3.! 
West North 
Central ..... 5 +11.9 + 6.5 a + 6.9 +65 5 31 34 35 + 88 —1.5 








advertisements was reproduced, together 
with a letter from Louis Cohen, of the 
Longines-Wittnauer Watch Co., in which 
he gave his frank opinion of this type of 
price-advertising of repairs. 





Theis Talks and Writes on Gems 


CreveLanp—Talking on diamonds and 
colored gems before the Professional, Ki- 
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wanis, Exchange and several women’s 
clubs last month and this, William Theis, 
of the Webb C. Ball Co., is arousing in- 
terest in his subject by displaying rough 
and polished stones. 

Mr. Theis, who is a junior gemologist, 
has prepared a series of educational ar- 
ticles on birth gems, for distribution soon 
to jewelers as part of a campaign to 





publicize gem-stones. 








A NEW Christmas Gift Cata- 
log will be issued this year 
Made possible by the coop- 
eration of a group of leading 


Jewelry Manufacturers it is 





the most elaborate thing of its 


kind ever offered (and it is 


priced so you can afford it). ¥ 


@ Do Not Order Any 
Christmas Literature 
until you get complete infor- 
mation on this sales builder. 
Tomorrow may be too late, 


we therefore suggest you 


Write today for facts 











Philadelphia and 
Pittsburgh Jewelers 
Coordinate Program 


PuiapeLpHia—Seventy-five members 
of the Philadelphia R. J. A. on April 11 
heard Leonard D. Helfer, president of 
the Western Pennsylvania R. J. A., de- 
scribe how wholesaler-retailer coopera- 
tion has helped eliminate catalog and 
wholesaler-retailing competition in Pitts- 
burgh and vicinity. 

Helfer praised Quaker City jewelers 
for their militant campaign against the 
cut-price evil and explained the desire 
of Western Pennsylvania jewelers to co- 
operate with Philadelphians in stamping 
out the practice throughout the state. 

An important outgrowth of. the meet- 
ing was the revelation that, with the 
highly-successful Western Pennsylvania 
association covering that section of the 
Commonwealth, the recently-organized 
Philadelphia association already is 
branching out to include all of Eastern 
Pennsylvania. Thus, according to Ralph 
Huberman, Philadelphia president, the 
two groups, working in harmony, will 
cover the entire state. 

Not only did wholesalers agree to co- 
operate with the Western Pennsylvania 
association in eliminating trade diversion, 
Helfer said, but Pittsburgh price cutters 
agreed to obey fair trade practice laws 
when injuction proceedings were started 
against them. Immediate benefits to 
Pittsburgh wholesalers from a cessation 
of below-price retail selling were seen in 
increased business to wholesale houses 
from their retail outlets. 

Mr. Helfer mentioned incidentally that 
a number of watch houses, whose co- 
operation against sub-jobbers and cata- 
log firms had been sought, “shopped” 
Western association members to see 
whether the latter were. adhering to 
standard price lists. In not one case was 
a member store found violating the price 
code, he said. 

Pittsburgh and Philadelphia officials 
have agreed, Mr. Huberman said, to 
work with each other in the current cam- 
paign so that duplication of effort may 
be avoided and ideas exchanged. 

On the local front, the Philadelphia 
association was to take another step in 
price enforcement at a hearing in Com- 
mon Pleas Court, April 24, for a perma- 
nent injunction against Waldron & Co., 
of this city. A temporary injunction re- 
straining the Waldron firm from selling 
Bulova watches at below standard prices 
was obtained by the Philadelphia asso- 
ciation in December. 

The Philadelphia association already 
has enrolled members in Upper Darby, 
Norristown and Bristol, in its expansion 
drive over Eastern Pennsylvania. 


Donavan & Seamans Jewels 
And $200,000 in Loose Diamonds 
Seized by Safe-Cracking Gang 


Los Ancetes—In one of the most ex- 
pertly “cased” and executed robberies 
of recent years, a band of safe- 
crackers who gained entrance to the jew- 
elry store of Donavan & Seamans Co., 
this city, on the night of March 30, got 
jewelry and loose gems to the amount 
of several hundred thousand dollars. 

By pure coincidence their take was 
nearly $200,000 higher than it would have 
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been ordinarily, for the reason that 
Harry Amol, a partner of Eichberg & 
Co., New York diamond brokers, had 
left his valuable collection of unset dia- 
monds with the jewelry store for “safe. 
keeping” over the week-end. 
Reconstructing the crime, police be- 
lieve that a woman went into a shoe store 
which adjoins the Donavan & Seamans 
store, concealed herself in a washroom 
until the employes had closed the store, 
and then admitted her accomplices. Cut- 
ting torches and acetylene tanks were 
lowered from the sidewalk by the shoe 
store elevator, and the thugs cut their 
way through a wall to gain access to the 
jewelry store. They expertly avoided 
wires of a burglar alarm, indicating a 
thorough knowledge of the store’s layout. 
The yeggs cut their way through a 
vault door and then the door of a safe 
which stood inside, to gain the loot. They 
are reported to have overlooked $40,000 
in cash and $100,000 in government bonds 
which the firm purchased at regular in- 
tervals in lieu of insurance. The loss to 
Eichberg & Co. was fully insured. 


$1,000 in Prize Money 
Offered by Ostby & Barton Co. 


Ostby & Barton Co., Providence, R. I, 
jewelry manufacturers, are seeking the 
best name for the new ring display trays 
which they have just introduced for re- 
tail jewelers use. The trays are taste- 
fully designed in an excellent variety of 
sizes and shapes, but their most note- 
worthy feature is the fact that their 
handsome fabrics are covered with a 
transparent film that can be wiped off 
or even washed. Consequently the trays 
can be used almost indefinitely, without 
soiling, even though the fabric is pure 
white. 

All jewelers and jewelry store employ- 
ees are eligible for the contest. For the 
best name submitted, a prize of $300 will 
be awarded; for the second best, $150; 
for the third $50, and 170 other prizes 
for a total of $1,000. Suggestions for 
names are all that need be submitted— 
no essays—no verses—no ads—just the 
names. Entry blanks are attached to 
each of the trays. 

Judges of the contest, which closes 
Nov. 15, 1940, will be June Hamilton 
Rhodes of the Jewelry Industry Pub- 
licity Board, Sol Kaufman, jewelry de- 
signer; and Fred V. Cole, editor of 
JEWELERS’ CircULAR-KEYSTONE. 


Daniels Stores’ Head Takes Bride 


Tucson, Ariz.—Elmer E. Present, 
president of the Daniels jewelry stores, 
of Tucson and Phoenix, Ariz., Toledo O., 
and Battle Creek, Saginaw and Lansing, 
Mich., and his bride, the former Mrs. 
Mildred Friedman, have returned to this 
city after a wedding trip to Los Angeles 
and San Francisco. On May 1 they 
moved into a new residence which Mr. 
Present purchased after his return here. 
They were married here Feb. 25. 











Hartman & Co., Los Angeles, Moves 


Los ANGELES, Cat. — Harry Hartman 
& Co., manufacturing jewelers, are en- 
joying new quarters at 315 W. 5th St. 
The new location is more convenient for 
the trade and is equipped with modern 
facilities. A sculptor with experience in 
designing jewelry has been added to the 
staff of nine. r. Hartman has been 
manufacturing in this city for the past 
17 years, prior to which time he was 
located in New York. 


THE JEWELERS’ CIRCULAR-KEYSTCNE 
for May, 1940 








Michigan Watchmakers 
Convene and Renew Drive 


For Licensing Law 

Granp Rapivs, Micu.—Gathering here 
for the second annual convention of the 
Michigan Horological Association, watch- 
makers of the state indicated determina- 
tion to press forward with their effort 
to eradicate the evils of unethical prac- 
tices and inferior workmanship. 

Last year the newly formed organiza- 
tion introduced in the Michigan legis- 
Jature a bill requiring that watchmakers 
throughout the state be examined as to 
their competence and licensed, the pro- 
visions of the proposed law being simi- 
lar to those now in effect in Wisconsin 
and Indiana, where experience has 
proved the benefit of such legislation to 
both the public and the competent and 
ethical watchmaker. Due largely to the 
lateness of the introduction of the bill, 
and its consequent placing far down the 
calendar, it failed to reach the floor and 
did not come to a vote. 

However, the Michigan Horological 
Association regards this not as a defeat, 
but only as a postponement and will re- 
new its efforts at the next session of the 
legislature. With the better timing and 
organization which can be put behind it, 
now that the association is more thor- 
oughly organized and seasoned after a 
full year of existence, hopes for the pas- 
sage of such a law are bright. 

Plans were formed for’ resubmitting 
the measure and enlisting the friendly 
understanding and support of the state 
solons. 

Discussion of ways for financing ac- 
tivities, drawing members more closely 
together, and attracting more members 
filled the morning session. 

A luncheon was addressed by officers 
of the association and by Sid M. Thomp- 
son, president of the Michigan R.J.A., 
who assured the watchmakers of the 
sympathy and cooperation of the jewel- 
ers. 

The afternoon session, after the dis- 
cussion of licensing legislation, reelected: 
President, Stanley Gaver, Grand Rap- 
ids; vice-president, Edward Gehringer, 
Detroit; secretary, Brayton Lemon, 
Grand Rapids; treasurer, Jess Berry. 
T. M. Barnes, chairman of the board 
and national trustee, did not come up 
for reelection as his term of office, which 
is three years, still has two years to run. 

The evening was given over to a buf- 
fet supper and jollification held jointly 
by the Michigan Horological Associa- 
tion, the Michigan R.J.A. and the Wol- 
verine Travelers. 


Leonard M. Nekon Elected 
President of "Jewelers Mutual” 


Mitwavkee, Wis.—Leonard M. Nelson, 
jeweler of Madison, Wis., former vice- 
president of the National Jewelers’ 
Mutual Fire Insurance Co., was elected 
to the presidency to succeed the late 
William H. Upmeyer, who died on 
March 23, at the regular quarterly meet- 
ing, held here on April 10. John H. 
Stouthamer, Milwaukee, a former direc- 
tor was elected vice-president, and E. R. 
Fuchs, Milwaukee, was elected a director 
to fill the unexpired term of Mr. Up- 
meyer. A. W. Anderson, Neenah, Wis., 
is secretary, director and founder of 
the company. 

Mr. Nelson is the second president, 
Mr. Upmeyer having served in that 
capacity since its organization in 1913. 
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Arthur P. Care Notes Demand 
For Higher Priced Merchandise 


Back in Los Angeles after a good will 
tour of the Imperial Valley and San 
Diego areas, as a member of the Los 
Angeles Chamber of Commerce, Arthur 
P. Care, vice-president of E. W. 
Reynolds Co., wholesale jewelers, de- 
clared that optimism prevails among 
jewelers throughout Southern California. 

Higher prices paid farmers and or- 
chardists for their produce, Mr. Care 
said, is creating spending power. He 
noted a demand for better merchandise 
and a considerably higher unit of sale. 





Wadsworth Workers Designate 
Independent Union in N. L. R. B. Vote 


WasHineton — The National Labor 
Relations Board has certified the Wads- 





worth Watch Case Co. Workers Alliance 
as the sole collective bargaining agency 
designated and selected by a majority 
of the employees of the Wadsworth 
Watch Case Co., Dayton, Ky., following 
an election resulting in a count of 178 
votes for the independent union to 119 
for AFL’s International Association of 
Machinists, District No. 34. 





Milwaukee Wholesalers Elect 


Mitwavker, Wis.—Max Barkan, of M. 
B. Barkan Co., was recently elected 
president of the Milwaukee Whuvolesale 
Jewelers’ Association. Other officers 
named were: Edward M. Wals, Edward 
M. Wals & Son, Inc., vice-president; 
Gordon Warnke, E. H. Warnke Co., 
secretary-treasurer, and Fred J. Thele- 
man, Fred J. Theleman, Inc., and Lester 
Beck, Kilb-Beck-Kuesel, Inc., directors. 














HARVEL 
Anerica Dittinguihed Jimgpece 


HARVEL WATCH COMPANY « ROCKEFELLER CENTER, NEW YORK 


Western Office: PANAMA BUILDING, PORTLAND, OREGON 





4 STARS for 1940 


Jewelers who feature Harvel are going to chalk up a good 
score in their watch department this year. The values are 
‘‘tops’’ according to the men behind the sales counters who 
are supposed to know the answers. That's why Harvel is 
backing these star values with four of America's most power- 
ful magazines. There's still time for you to hitch your jewelry 
store to these stars. Write to us today for samples and prices. 


ACCURACY AND STYLE IN 
EVERY PRICE RANGE... 
IN 17 JEWELS TO RETAIL 
FROM $19.75 TO $2,500 














—JEWELERS— 


THE BRAXTON BELT 


with the double comfort fea- 
ture is the only belt of its 
kind in the world. Price $21.00 
per dozen. 















Promote new business—make 
new customers—sell the 
BRAXTON at $3.00 each on 
thirty days’ trial to convince 
men of the wonderful advan- 
tages over a flat belt. 


Onall worn 
belts returned 
by your custo- 
mers you will re- 
ceive credit in full. 
Nationally advertised. 





Heavy Sterling Silver Tongue Buckles, as- 
sort shields for monogramming. Price 
$30.00 per dozen. 





Cavalier Sterling Silver and Gold Filled, 
Buckle and Tie Chain Sets matched in fine 
metal gift boxes. $21.00 to $36.00 per dozen 
set. 


Our representative will call on you if 
territory is covered. Samples will con- 
vince you what great values are, at the 


prices quoted. 
Traveli salesmen, some ter- 


NOTICE: Terese 


Queen City Buckle Mfg. Co. 


TEMPLE BAR BUILDING 
CINCINNATI OHIO 








MODERNIZATIONS AND REMOVALS 





Name and address 


Ernest y= Baker, 3 N. Harvey Ave., Caiahens 


ee ee 


City, Okla. 


Beck Jewelry & Optical Co., Davenport, Ia.. 


Owner or 
Manager 


Feature 


Ernest C. Baker 
L. N. Potasch 


ew location 
. New location 


Bernard Jeweler, S.W. 4th "Ave. & Alder St., 


Portland, Ore. 


ee 


Bernard B. Schnitzer 
& Morris Rogoway 


Complete modern- 
ization 


R. E. Lee Blumenauer, Fayette & Park Ave., 


eee ee ee) 


Baltimore, Md. 
Branstetter Jewelry Co., 
Wichita, Kans. 
Clayton A. Brodt, Genesee St., 
~~ oe 3244 Main St., 
l. VG 


ee 


...- New location 
134 N. Broadway, 
Auburn, N. Y.. Modernized 
Holidays Cove, 


R. E. L. Blumenauer 


Mrs. Eleanor Winters 
Clayton A. Brodt 


New location 


Orin, Ernest & John 
Mazzoni 


Frank Crane Jewelry Store, Holdenville, Okla.. Renovated 


Dobbs Jewelry & Loan Co., 130 E. Trade St., 
oe. earner Renovated 
Arthur A. Everts Co., 1616 Main St., Dallas, 


=e 


ee ey 


a; Ww. Gaggstatter, Broad Ave., Albany, Ga.. 


Max Gelula, Inc., 


New glass doors Arthur A. Everts 


Harry Potasky 
J. W. Gagegstatter 


- Ropetding 
, Modernized 


1632 Atlantic Ave., Atlantic 


RE FG os ea Weds r Sansa saeesa saw eka ees Fluorescent light- Henry C. Gelula 
ing 
Goldman Jewelry Co., 1103 Walnut St,, Kansas 
i 56.vhis eo hb a nh S a9 oF ERORETSE ROSS Modern new store Fred & George Gold- 
man 
Abe Gordon, 15 N. Harvey Ave., Oklahoma 
re re rere re ere en .-.-- New location Abe Gordon 
Greenberg Jewelry Store, 535 Landis Ave., 
WEL ON Sb 66h desensnusieraeseumemeane ..- New location . Mrs. Fannie G. Stern- 
berg 
Guard Jewelry Store, Blytheville, Ark......... Remodeled 
N. C. Hall, Inc., 417 Houston St., Fort Worth, 
NE 5 S555 5 6:6 Sa ais SEPT ROSCASE SNS OU DONDE EEO Expanding & B. E. Ellman 
modernizing 


Hobb Jewelry Co., Dyersburg, Tenn........ 


... New quarters 


Holland Jewelry Co., 11 W. Beauregard Ave., 


EE MIE, TORI D Ss a 66.0 :55.6. 05.6 99-0905 0 0508 800 
au pgs 529 S. W. Broadway, 
K, whey . Jewelers, 1255 River St., 


Portland, Ore.. Modernizing 
Hyde Park, 


I. J. C. Holland 
Moritz Jacoby 


... Modern new store 


New location 


Charles H. Kelley, 202 Pacific-Southwest Bldg., 


Pasadena, Calif. 
Harry Koenigsberg & Co., 
bo i, See OS on eer ar 
Kortz-Lee Jewelry Co., 4th & 
I MNS a erties ose ind ep aun acaopsig aaa tok a 
Lindeberg Jewelry Store, 
0 Oe er re ne eee 
Linz Bros., 1608 Main St., Dallas, Texas... 


211 Colorado Bldg., 


... New location Charles H. Kelley 


Doubled space Harry Koenigsberg 


P. Rubin 


Main Sts., 


... Modernized Harry 


1314 E. 45th St., 


... New location W. Lindeberg 
... Modern new store 


M. P. Lovgren 


M. P. Loverenr. Gilberston Bldg., Beach, N. D.. New location 
John J. Lynch, Inc., 272 Bridge St., Spring- 
re er re ee 


Maxwell’s, 19 Haywood St., Asheville, N. C.. 


John J. Lynch 


--- Store enlarged 
Maxwell Polansky 


- New location 


Norman Medinger, Saratoga St. & Park Ave., 


a | re rer re 
Mohlmen’s Jewelry Store, Logansport, Ind.. 
Osborn Jewelry Store, Columbia City, Ind.. 
William E. Peterson, Sioux City, Ia......... 


Prastka Jewelry Store, 122 8rd Ave., 

NS rr re re 
Osborn Jewelry Store, Columbia City, Ind.. 
Boss Bros., Main St.; Cainis, Me... ..0s00.0. 


Schemel’s, 2014 Mohawk Place, Cincinnati, O.. New building 
516 Lincoln Way, 


Steinberg s Jewelry Store, 


Norman Medinger 
Louis Mohlman 


- ++» New location 
.-- New location 
New front 

To build new 


William E. Peterson 


store 
-+-Renovated Louis A. Prastka 
..-New front installed Mrs. Hugh Osborn 


.-» Renovated 
Anthony Hug 


OR Se aaa ee eee Modernizing Stanley Goldberg 
A. F. Steinhoefel, 14 W. 8th St., Chattanooga, 
a ee re re Larger store A. F. Steinhoefel 
Stone’s Jewelry Store, 210 High St., Potts- 
Re re Terre eran re Building new William L. Stone 
windows 
Strauss-Stallings Co., 242 E. Capitol St., Jack- 
PST Teo eee New location 
Terrell Bros., 423 W. Broad St., Richmond, 


Va 
United Jewelers, 807 K St., Sacramento. Calif.. Modernized 
Buffalo, 


380 Main St., 
8 ES ere eer err 
*Windt Jewelry Co., 
shall, Texas 


Nat Weisberg, Inc., 


Waltham to Time N. Y. Fair 


Watruam, Mass.—The millions who 
attend the New York World’s Fair, this 
summer, will hear the name Waltham— 
once every hour, on the hour over the 
public address system. Waltham time 
announcements will also be broadcast in 
the American Jubilee Theatre before and 
after every show. 

Large clocks illuminated with fluores- 
cent lighting and specially designed for 
visibility reading “Waltham Watches” 
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... Enlarged 
Ralph Merksamer 


... New location 


207 N. Washington, Mar- 


Store rebuilt Mrs. H. T. Windt 


will be prominently displayed through- 
out the fair grounds, and at entrances, 
exits, bus and railroad terminals. Spe- 
cial clocks will also be installed in the 
Jubilee theater. 

Mounciz, Inp.—Mrs. Louise Davis, 
mother of the late Vernon G. Davis, who 
died suddenly last November, is con- 
tinuing the Davis Jewelry Co., 509 S. 
Walnut St. Mr. Davis was the last of 
three generations of Davis men to own 
and conduct the business. 
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HAMILTON WATCHMEN ADVANCED TO NEW POSTS 





WwW. R. ATKINSON,  Vice- 
president in charge of sales 


Lancaster, Pa.—In recognition of 
their outstanding work in their respec- 
tive departments of the Hamilton Watch 
Co. W. R. Atkinson was elected vice- 
president in charge of sales; George P. 
Luckey was named vice-president in 
charge of manufacturing, and H. R. 
Lawrence was voted assistant treasurer, 
by the Hamilton directors at the annual 
organization meeting, April 16. 

Serving the company since 1921, Mr. 
Atkinson has been assistant sales man- 
ager, sales manager and director of 
sales. After a three-year market study, 
Hamilton, while Mr. Atkinson was sales 
manager, adopted its zone distribution 
plan. Hailed enthusiastically throughout 
the industry, the plan since its inception 
has helped Hamilton sales increase. 

Coming to Hamilton in 1927 to head 
its tachometer division, Mr. Luckey sub- 
sequently became director of research, 
assistant general superintendent and, 
later, factory manager. Hamilton’s time- 
microscope, invented by Mr. Luckey in 
1928, was a forerunner of the numerous 


GEORGE P. LUCKEY, Vice- 
president in charge of man- 
ufacturing 








H. R. LAWRENCE, Assistant 
Treasurer 


rapid timing devices which have since 
become important factors in the watch 
industry. 

In 1920 Mr. Lawrence was identified 
with cost and payroll work and later 
became cost accountant, chief accountant 
and auditor. He is best known for his 
development of a work-saving tabulating 
system and for his efforts in the revision 
and modernization of accounting pro- 
cedure at Hamilton. 

Re-elected were Frank C. Beckwith, 
chairman of the board; C. M. Kendig, 
president and _ treasurer; Charles C. 
Smith, first vice-president and secretary ; 
and R. B. Thompson, comptroller. 

Just prior to the organization meeting, 
the stockholders voted almost unani- 
mously to adopt a proposed retirement 
plan and re-elected the present board of 
directors, consisting of Mr. Beckwith 
and Mr. Kendig of the company, and W. 
J. Neuhauser, Frank K. Sener, William 
Shand, Charles G. Watt, J. W. B. Baus- 
man, Jr., Dwight L. Armstrong and Col. 
J. Hale Steinman, all of Lancaster. 





5-6 Maryland, Delaware-District of Co- 
lumbia convention 

5-6 Tennessee Watchmakers and Jewel- 
ers convention 

5-7 United Horological Association con- 
vention 

5-7 Wisconsin R.J.A. convention 

19 Westchester (N.Y.) R.J.A. 
dance 

19-20 Horological Institute of America 

26 Horological Association of Virginia 


dinner 


19 Boston Jewelers Club Frolic 





CALENDAR OF COMING EVENTS 
MAY 


27-28 New York State R.J.A. convention Hotel Saranac Saranac Lake 
JUNE 
3 Maine R.J.A. convention Lakewood Skowhegan, Me. 
13-15 National Wholesale Jewelers’ Associ- Edgewater Beach Hotel Chicago, III. 
ation convention 
16-17 Missouri R.J.A. convention Columbia, Mo. 


Hotel Mayflower Washington 
Knoxville, Tenn. 


Cleveland, O. 


Oshkosh 
New Rochelle, N. Y. 


Hotel Andrew Jackson 
Hotel Cleveland 


Hotel Raulf 
Glen Island Casino 


Washington, D. C. 


Hotel Raleigh 
Norfolk, Va. 


Monticello Hotel 


New Ocean House Swampscott, Mass. 








A12 month 
Profit Maker! 


A SENSATIONAL 
SUCCESS WHEREVER 
IT HAS BEEN SHOWN 








Novel! Practical! 


New! 








THERE'S A KICK 


IN HAVING 


YOUR OWN 
LICENSE PLATE 


IN MINIATURE 
ON A “FORSTNER"™ 


KEY RING 


IT’S INTERCHANGEABLE 
PAT. APPL. FOR 

















23-25 Indiana R.J.A. convention South Shore Inn Lake Wawasee 
25-26 New Hampshire R.J.A. convention Wentworth-by-the-Sea 
JULY 
22-26 New York Lamp Show Hotel New Yorker New York 
29-August 9 Chicago Gift Show Palmer House Chicago 
AUGUST 
12-13, Texas R.J.A. convention Buccaneer Hotel Galveston 
19-23 New York - Philadelphia Gift Show Hotel Benj. Franklin Philadelphia 
26-30 ANRJA & NACJ conventions and Waldorf-Astoria New York 
joint trade show 
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SOCIAL SECURITY CARD ALSO 


Sold Right 
Over the Counter 
— Available in — 


Nickel Silver 
Sterling Silver 
14 Karat Gold 


£ 


ee) 





INC. 
MANUFACTURERS 


236 WEST 55TH ST., NEW YORK CITY 
@©00000600060600380000068 

















SALESMAN 


WANTED 


FOR ELGIN 
HAMILTON 
WALTHAM LINES 





Our plans for increasing the 
facilities of our Detroit office 
offers an opportunity for addi- 
tional salesman acquainted 
with trade in Detroit and 
Michigan 





Apply to 
J. T. MONTGOMERY 
Personal 


M-A-Mead & Co. 


35 East Wacker Dr. 
CHICAGO 








Copyrighted 


With Mother's Day so near, and the neces- 
sary delay in making specially initialed pins. 
these Marcasite ornaments, with genuine gar- 
net centers, offer a quick sale. They are a 
perfect gift for Mother or the Spring grad- 
uate. 

For those who have initialed pins, and desire 
a change-off, these are ideal companion 
pieces. We can also supply regular Marca- 
site brooches with design centers or initials. 


DeLuxe Marcasite Jewelry, Inc. 
106 Fulton Street New York City 




















Cooperation is Theme 
Of Jersey Retailers’ Convention 
At Atlantic City 


Artantic Crry — Gathering for their 
81st annual convention, April 21-22, the 
New Jersey R.J.A. stressed as its “theme 
song” the importance of cooperative ac- 
tion by legitimate retail jewelers. Only 
by such coordination of activity, it was 
pointed out, can the trade problems of 
legislation, elimination of unfair com- 
petition, and the like, possibly be at- 
tained. Plans were formulated for a 
wider and more enthusiastic membership 
for 1941. 

Convention proceedings opened with a 
reception and dinner Sunday evening. 
Speakers were L. J. Rad, president; 
Maj. William F. Casey, Commissioner 
of Atlantic City, and Congressman 
Walter S. Jeffries, who talked on changes 
that have occurred in the business picture 
and the necessity for doing modern busi- 
ness by modern methods. 

A business session was held Monday 
morning, followed by a luncheon, the 
principal speaker at which was Dr. Louis 
A. Bader, of the School of Business of 
New York University. ; 

Mrs. June Hamilton Rhodes, publicity 
council for the Jewelry Industry Pub- 
licity Board, told what that organization 
is doing to stimulate and increase the 
buying and use of jewelry. 

The convention concluded with a_ re- 
ception and banquet Monday evening. 

Convention arrangements were _ in 
charge of William Schoppy, Atlantic 
City, assisted hy Henry Gelula, secretary 
of the association; ,Louis Haimann, 
Morristown, N. J., vice-president; B. A. 
Weber, Ridgewood, N. J., treasurer; 
Joseph Imbelloni, West New York, and 
William Baird, Jersey City. 





Nebraskans Score Sales 
By Manufacturers or Wholesalers 
To Any But Retail Jewelers 


Hastinos, Nesr.— Manufacturers and 
wholesalers who sell jewelry store mer- 
chandise to organizations or individuals 
were scored by the Nebraska R.J.A. in 
a resolution passed at its convention, held 
here, April 7 and 8. 

A get-acquainted meeting was held 
Sunday night, April 6. A meeting of 
the state’s watchmakers on Monday had 
a registration of 119. At a banquet that 
evening a Hamilton watch was given 
Charles J. Stiastny, Lincoln, secretary- 
treasurer, in recognition of his services 
over the past six years. In order that 
all could see him, Mr. Stiastny, who is 
one inch shy of five feet, was made to 
stand on a chair to receive the gift, which 
came as a surprise to him. 

The following officers were named at 
the business sessions on Monday: T. A. 
Martinson, Grand Island, president; E. 
Sartor, first vice-president; Hjalmar 
Anderson, Fremont, second vice-presi- 
dent; Harry Dixon, North Platte, third 
vice-president; Mr. Stiastny, secretary- 
treasurer, and Ed F. Bruce, Hastings; 
the retiring president, Arthur E. Mun- 
son, Cozad, and Mr. Auble, Ord, execu- 
tive committeemen. 


H. |. A. Meeting Scheduled 
May 19-20 at Washington; 
New Certificates Announced 


Wasuinaton, D. C.—The annual meet- 
ing of the Horological Institute of 


96 





America will be held here, May 19 and 
20. Headquarters will be at the Hotel 
Raleigh where committee meetings wi) 
be held on May 19. The regular session, 
beginning at 10 o’clock the next morning 
will be held in the National Academ of 
Science Bldg. A dinner and entertain. 
ment will be held in the evening, 

At the last meeting of the examinip, 
board, certificates were granted to the 
following: Certified Watchmakers: John 
Juniker, Cape Girardeau, Mo.; Charles 
Mischke, Burbank, Cal., and Thomas G, 
Salay, Trenton, N. J., students at the 
Bowman Technical School. 

Junior Watchmakers: Eleanore M., Cal. 
vert, Syracuse, N. Y.; Harry N. Camp- 
bell, Morrisville, N. Y.; Clifford A. John- 
son, Jamestown, N. Y., and Orville Mes- 
ler, Andover, N. Y., students at the N, Y, 
State Agricultural College; Leonard ¢, 
Klukan, Fay E. Lucas, and Delmar B, 
McEntaffer, students at Elgin College, 
Elgin, Ill.; Elmer O. Larson, George L, 
Miller and Joseph M. Siebold, students 
at Bradley Polytechnic Institute, Peoria, 
Ill.; Tadami Miyamoto, Hilo, Hawaii, 
and Jake Rempel, Meade, Kans. 


Worcester Horos Install Hebert 


Worcester, Mass. — Worcester County 
Horological Guild held an_ installation 
dinner-dance at the Aurora Hotel, here, 
April 18, when the following officers were 
installed: Winfred D. Hebert, president; 
Raymond F. Perreault, vice-president; 
J. Edward Bogage, secretary; Henry A. 
Laventure, treasurer; and executive com- 
mitteemen, Clifford Barton, chairman, 
Ralph Bogage, Raoul A. Jacques, Alfred 
Brown, William Hebert and George H. 
Lajoie. 





$1000.00 


IS A LOT OF 
MONEY! 


Many policyholders of this 
Company have saved over 
$1,000.00 on the cost of 


their Fire Insurance. 


You, too, should be taking 
advantage of the saving we 
offer... . Remember, you do 
not sacrifice on the quality 
of protection when you in- 
sure with this, YOUR OWN 
COMPANY. 


Write today for full particulars. 





RoR FOS ODO OUR CRS 


EWELERS 
Mat UAS 


INSURANCE COMPANY 


FIRE 


JEWELERS INSURANCE BUILDING 


NEENAH, WISCONSIN 








THE JEWELERS’ CIRCULAR-KEYSTONE 
for May, 1940 








———-_ -- . a 








Gorham’s Sales 
Rise 15.4 Per Cent 


During Year 


Provmence—Refltecting an increase of 
15.4 per cent in sales over the previous 
ear, the Gorham Mfg. Co. made a net 
rofit of $636,830 during the year ended 
Jan. 31, 1940, compared with $453,438 
for the year ended Jan. 31, 1939, Henry 
J. Fuller, chairman of the board, and 
Edmund C. Mayo, president and general 
manager, informed stockholders. 

The past year’s profit is equivalent to 
$3.27 a share, against $2.33 for the previ- 
ous year, on 194,859 shares outstanding. 
Taxes charged to income amounted to 
$270,364, equivalent to 42.5 per cent of 
the net profit available for dividends. 

During the fiscal year, dividends ag- 
gregating $584,577 were charged to sur- 
plus out of the net income for the year, 
thus permitting the addition to surplus 
of the sum of $52,253. 

The balance sheet shows current liabil- 
ities of $445,346 against current assets 
totaling $4,848,467. These include inven- 
tories of $1,421,684, a reduction of $30,- 
561 from the previous year. 


Portland Gets New Repair Service 


W. A. Balogh has opened his own bus- 
iness, the Jewelers Crafts Co. in the 
Mohawk Building, Portland, Ore. He 
specializes in special orders and repair- 
ing for retail jewelers only. Previously 
he was connected with Ray F. Parker 
Co., Portland, for 19 years. 





EXPRESSING 
PHILADELPHIA 





in its finest, 
most hospitable 


mood 


To be at the Bellevue is to 
appreciate and enjoy Phila- 
delphia. It is where every- 
thing important happens. All 
the luxuries of modern com- 


fort —at reasonable rates. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 


CLAUDE H. BENNETT, General Manager 
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| Elgin Halts 2 Detroit Firms 





From Cutting Fair Trade Prices; 
Dayton Order Made Permanent 


Exe, Ixi.—In line with its policy 
of protecting the retail jeweler from 
unfair price competition, the Elgin Na- 
tional Watch Co. last month announced 
injunctions against two Detroit firms. A 
permanent injunction against a Dayton, 
O., store was also made known. 

Alleging in each case a breach of its 
retail sales contracts, which it has with 
retailers in each of the 44 states which 
have fair trade acts, Elgin charged that 
the two Detroit defendants, Isaac Fried- 
land and A. J. Cutler & Co., were cut- 
ting the established prices as a business 
policy and in so doing were injuring the 
entire jewelry and watch trades. The 
watch firm claimed the defendants were 
warned shortly before last Christmas 
when they were allegedly disregarding 
the retail resale prices. 

The injunctions, issued in Wayne 
County Circuit Court, restrain the de- 
fendants from advertising, offering for 
sale or selling any Elgin watches at less 
than the resale prices. Both firms were 
likewise enjoined from using the trade- 
marks “Elgin,” “Lord Elgin,” and “Lady 
Elgin” so as to in any way injure the 
good will of the plaintiff. Furthermore, 
the injunctions prohibit the defendants 
from “accepting articles of a nominal 
value and the giving of a trade-in allow- 
ance therefor in excess of the reasonable 
value thereof.” They also restrain them 
from selling or advertising isolated 
models for sale as “close-outs.” Finally, 
both are banned under the court order 
from representing themselves as whole- 
sale dealers of Elgin’s products. 

These make a total of five court ac- 
tions taken by Elgin in various states to 
maintain its uniform price structure. 

The temporary restraining order, is- 
sued in January by the U. S. District 
Court in Dayton, O., enjoining the 
Bohlender & Royston store, Dayton, and 
Jack Weist, auctioneer, from selling 
Elgins in an auction they were conduct- 
ing, at less than established retail resale 
prices, was made permanent on April 9. 
The temporary writ was obtained a few 
days after the auction was started at the 
store and protected the prices on Elgins 
until the case could be regularly brought 
on for trial. 





Schmidt Moves to New Offices 

Wm. V. Schmidt Co., Inc., New York, 
dealers in colored stones, announce the 
removal of their salesrooms and offices 
from 22 W. 48th St., to 30 Rockefeller 
Plaza in the heart of Radio City, where 
they will be located after May 1. 

The floor space occupied by the firm 
is being increased by approximately 50 
per cent and greatly improved facilities 
will be provided for the showing of 
merchandise with several additional pri- 
vate rooms in which customers may in- 
spect goods at leisure. 

Jewelers visiting New York are invited 
to make the office their business head- 
quarters while in the city. 





Mormon Missionary Turns Jeweler 


Sarr Laxe Crry—M. Douglas Wood, 
who returned a short time ago from 
Germany where he had served as a mis- 
sion president for the Mormon Church, 
became a partner last month in the Tan- 
ner Jewelry Co., this city. 
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BULLET-PROOF 
BUSINESS WINDOWS 


PROTECTION AGAINST 
HOLDUPS 





Installed Easily 
Reasonably Priced 


DESCRIPTION 


These windows are made of bullet- 
proof steel and bullet-proof glass. 
The structure includes a_bullet- 
proof deal tray for the passage of 
small parcels. It is equipped with 
bullet-proof voice panels to permit 
easy conversation. Business trans 
actions can be conducted without 
opening the window; thus THE 
STRUCTURE REMAINS BUL- 
LET-PROOF AT ALL TIMES. 
These windows can be furnished in 
large or small size and either with 
stationary glass panel, or with 
hinged glass panel (for the pas-. 
sage of large packages). 


INSTALLATION 


This .window can be installed by 

your own carpenter; or if desired, 

we can install. it at an extra charge 

at locations Where we have branch 
y Offesns a oe 


Send for illustrated folder and 
prices. 


DUPLEX 
ELECTRIC 


COMPANY 


71-73 GRAND ST., 
NEW YORK, N. Y. 


Nationally known makers of 








bullet-proof equipment. 











SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 








Grarr, WasHsBourRNeE & DuNN 
FINE SILVERSMITHS 
SPECIAL ORDERS 


SOLICITED 


142 WEST 14th STREET 
NEW YORK 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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Finw ase 7 








STOP WATCHES 
Low-Priced Line. 
7 Jewels — Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-5 


BRENET WATCH CO. 
266 W. 40th St., New York 

















IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 


WRG Mal. 
EA FSF Onvee 
“ae jJ<=p> 


CALIBRE 
WorkK 











eContracts e Receipt Books, etc. 
Samples Sent FREE 


5. J. SURNAMER CO.—370-7th Ave., N.Y. 





ENCRUSTERS 

STONE RINGS ENGRAVED 

@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Betimates furnished without obligation 
BRAUNFELD & MEHLMAN 

108 Fulton St. New York, N. ¥. 

















Whitelaw Brothers 


, 
DIAMONDS 


48 West 48th St., New York, N. Y. 
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BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 




















q Oberman & Strauss, Inc., dealers in 
precious stones, have moved from 10 W. 
47th St. to 22 W. 48th St. ° 

q Williams Jewelry is the name of a re- 
tail store recently opened at 155-32 Ja- 
maica Ave., Jamaica, L. I. 

q.J. Maxenchs & Co., manufacturing 
jewelers, on May 1 moved from 36 W. 
47th St. to 48 W. 57th St. 

q The name of the firm of B. Skaletzky, 
ring makers at 22 W. 48th St., has been 
changed to the Skalet Mfg. Co., Inc. 

4q Larger quarters have been occupied by 
H. Peterson, jewelry manufacturers at 
126 W. 46th St. The firm was formerly 
at 64 W. 48th St. 

The Majestic Clock Mfg. Co., Inc., 137 
Mulberry St., has changed its name to 
the Victor Clock Mfg. Corp., according 
to papers filed in Albany. 

q Cadie Chemical Products, Inc., makers 
of chemically-treated polishing cloths, 
formerly at 42 E. 23rd St., has moved to 
larger quarters at 12 W. 21st St. 

4 Julius Hurley on May 1 opened a new 
office at Room 1203, 15 Maiden Lane, 
where he will continue the distribution 
of watch cases under the firm name of 
the Hurley Watch Co. 

q The Executive Board of Retail Jewel- 
ers Associations of Greater New York, 
Inc., has received a charter as a non- 
profit membership corporation. Ross A. 
Baer is legal counsellor. 


q The name of the retail jewelry business 
at 781 Lexington Ave., operated for 35 
years as H. Feingold, Inc., has been 
changed to The Provident Diamond Co., 
Inc., H. Feingold, president. 

q Morris Gold, at one time connected 
with Goldmost & Fogel, is now associ- 
ated with Louis Rosen in the French 
Flexible Enameling Co., Inc., 74 W. 46th 
St. The firm is increasing its line of gold 
jewelry. 

q M. Aschendorf, watch repairer for the 
trade, returned to his shop at No. 808, 
11 John St., recently after undergoing 
a minor operation on an eye at the Eye 
and Ear Hospital, where he was confined 
for three weeks. 

q Leonard M. Wilson who has been on 
the road for the last five years for the 
J. M. Fisher Co., Attleboro jewelry 
manufacturers, was called to take over 
the New York area territory upon the 
death of O. G. Fehon, on March 29. 


qCharles M. Levy, a manufacturing 
jeweler for 53 years, died April 16, at the 
age of 78, after a month’s illness. Mr. 
Levy had not been active in the business 
bearing his name at 40 W. 48th St., for 
the past several years. A son, Norman 
C. Norman, is continuins the business. 

q The LaFrance Jewelry Shop, makers 
of gold and platinum watch cases, at- 
tachments and bracelets, 64 Fulton St., 
announce the withdrawal of Nathan B. 
Winkler from the organization. The 
business will be continued as a partner- 
ship of Jacques Japka and Sam Schour. 
q Joseph D. Little, Nutley, N. J., au- 
thority on antique silver, addressed about 
200 women on “The History and Ro- 
mance of Silver,” at a ladies’ luncheon 
held last month at Hotel du Pont, Wil- 
mington, Del., in conjunction with a 
meeting of Rotarians of the 184th Dis- 
trict. 
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q Paul Goldmuntz, appraiser, salesman 
and former buyer of diamonds for Gold. 
muntz Bros., diamond brokers of 608 5th 
Ave., suffered a fatal heart attack, jp 
the Philadelphia Diamond Exchange, in 
March. Mr. Goldmuntz, aged 47, joined 
the firm as a messenger boy at the age 
of 16. 

q Walter Eitelbach, of Walter Eitelbach 
& Co., Inc., is heading the wholesale 
jewelry section of the 1940 campaign of 
the Greater New York Fund, which 
opened April 1. The appeal is in behalf 
of 393 voluntary social welfare and heatlh 
agencies affiliated with the Fund, which 
helps 2,000,000 New Yorkers every year, 
q A new firm, known as the Friedman 
Gem Co., dealing in diamonds, pearls, 
precious and synthetic stones, located at 
71 Nassau St., has been formed by Isidor 
Friedman, who for the past 19 years was 
associated with S. Nathan & Co., Ine. 
Mr. Friedman is a brother-in-law of Leo- 
pold Nathan and the late Maurice Y, 
Nathan. 

q William Libby Sexton, 95, the oldest 
alumnus of Princeton University, died 
March 29 at his home in East Orange. 
Several years ago he retired from the 
jewelry business he conducted on Maiden 
Lane for many years. His father was 
the late Augustus W. Sexton, a member 
of the old New York jewelry manufac- 
turing firm of Borden, Sexton & Peterson. 
q More than 100 relatives and friends of 
Mr. and Mrs. Henry Astor tendered the 
Third Ave. jeweler and his wife a sur- 
prise luncheon April 21, their 35th wed- 
ding anniversary. The affair was given 
by their children, Mr. and Mrs. Nat As- 
tor, Mr. and Mrs. Robert Jacobs and Mr. 
and Mrs. Harry Levenstein. Mr. Jacobs, 
the oldest son-in-law, was toastmaster. 
Mr. Astor is president of the Metropoli- 
tan R.J.A. 

q Jay D. Runkle, merchandising expert, 
has severed his connection with H & S 
Pogue Co., Cincinnati department store, 
to merchandise the line of silver-plated 
hollowware of the Middletown Silver Co., 
from the New York office at 366 Fifth 
Ave. Mr. Runkle had also served in ex- 
ecutive merchandising capacities with 
Marshall Field & Co., Chicago, and 
B. Altman & Co., New York. He had 
also served the Haire Publications as a 
merchandising editor and was a faculty 
member of the Tobe School. 

q Jack Rubin, charged with having used 
his jewelry store at 50 W. 47th St., for 
the disposal of the loot of 16 robberies 
in the last five years, was sentenced on 
April 2, to serve from seven and one- 
half to twenty years in Sing Sing. Rich- 
ard C. Murphy, counsel for the Jewelers 
Security Alliance, told the court before 
imposition of the sentence, that there was 
no evidence against Rubin until he was 
implicated by the robbers in the hold-up 
of the R. W. Johnston & Co., in the lobby 
of the Waldorf-Astoria, Oct. 20, 1938. 
q Black Starr & Frost-Gorham has ap- 
pointed Miss Emily Valeska McGregor 
as manager of its East Orange store, 
succeeding Edward A. Talbot, Jr. Miss 
McGregor is the daughter of Graham 
Bradford McGregor, East Orange. She 
attended the Prospect Hill Country Day 
School in Newark, and graduated from 
Pine Manor School, in New England, 
where she was appointed president of her 
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ter her debut in 1927 she 
studied — in Boston, with oo 
Patterson. Miss McGregor took over her 
new responsibilities April if 

New and more attractive quarters on 
the eighth floor of 608 5th Ave. will be 
occupied about June 1 by Louis Man- 
heimer & Bros., Inc., distributors of 
American watches since 1875. For the 
last 16 years the firm was located at 20 
W. 47th St. A New England office is 
maintained at 373 Washington St., Bos- 
ton. The sales staff is now composed of 
William Furie, Max Jacobs and Gus 
Kamins, in the local office; Ed E. Mac- 
Court and Frank Cook, in New England; 
Hamilton F. Bain, New York State; 
Fred Bohrman, Pennsylvania, and Clar- 
ence Fischer in the Southern territory. 
4 Making its fourth move since its found- 
ing in 1883, E. M. Gattle & Co., fine 
Fifth Ave. retail jewelry establishment, 
expects to occupy new quarters, about 
May 1. in the Sherry-Netherland Hotel, 
781 Fifth Ave. For the past 16 years 
the store has been located in the St. 
Regis Hotel at 703 Fifth Ave. The first 
Gattle establishment was at Broadway 
and 27th St., until 1900 when the business 
was moved into its own building at Fifth 
Ave. and 38th St. From 1914 to 1926 
it was located at 630 Fifth Ave., now 
part of the site of Rockefeller Center. 
Branch stores are maintained in Sara- 
toga, Narragansett Pier and Atlantic 
City. 
qAn evening of fellowship was spent by 
102 members of the Twenty-four Karat 
Club, at the annual beefsteak dinner, 
April 16. at the Warwick. The program, 
which was informal, with speeches ruled 
out, began with a cocktail hour, during 
which all got into the proper frame of 
mind. <A clever sleisht-of-hand artist, 
who was the feature of the entertainment 
program, made four intelligent men, 
Jacob Mehrlust, Julius Kaufman, Gus 
Niemeyer and Edward Sumnick, look 
pretty silly when they volunteered to 
serve as his foils. The affair was ar- 
ranged by a committee composed of Mr. 
Kaufman, chairman, Charles H. Conant 
and Albert Krolik. 
q Black, Starr & Frost-Gorham is prob- 
ably the first jewelry store in the country 
to begin an advertising campaign, di- 
rectly tied-in with the diamond promo- 
tion campaign of the DeBeers Consoli- 
dated Mines. The first of the Fifth 
Avenue firm’s advertisements appeared 
in the April 20 issue of the New Yorker. 
Like the DeBeers ads, the B., S. & F.-G. 
ads give the price approximate of unset 
diamonds in various sizes. Platinum 
mountings are priced separately. The 
campaign is directed to young men with 
modest incomes, and suggests that the 
buyer “choose his own unset stone and 
his own platinum mounting and give her 
a ring that is made just for her.” 
q Fourteen new members were elected 
by the Maiden Lane Historical Society 
at its annual meeting, March 28. A loss 
through death of seven members during 
the past year, was reported by Edwin H. 
Dean, secretary-treasurer. The annual 
dinner will again be held in October. Of- 
ficers elected were: Henry Abbott, hon- 
orary president; Alpheus L. Brown, 
president; H. C. Barthman, George E. 
Fahys, Joseph D. Little, G. H. Niemeyer, 
William P. Sackett and Otto D. Worm- 
ser, vice-presidents; Mr. Dean, secretary- 
treasurer, and H. A. Bliss, Frank Jeanne, 
Walter N. Kahn, Charles A. Parker, Lee 
Reichman, William I. Rosenfeld, M. D. 
Rothschild, Charles Siegman, Frank T. 


class. 
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Sloan, Frank P. Somes, Maurice Tish- | 


man and H. S. Wiltshire, trustees, and 
Albert Ulmann, historian. 

q The New York chapter of the Amer- 
ican Gem Society had several interesting 
activities during the past month. One 
evening, after consorting with the nau- 
tical ghosts of Sweet’s East River Sea- 
grill during dinner, the group visited the 
cutting factory of Lazare Kaplan & Son, 
Inc., diamond importers and cutters, 
where they witnessed the operations of 
cleaving, sawing and polishing. There 
was an interesting discussion of the cut- 
ting problems prevailing in various parts 
of the world and the difficulties Amer- 
ican cutters face in competing with those 
of Europe and South Africa. On the 
afternoon of April 10 a group visited the 
new plant of J. R. Wood & Sons, Inc., 
where they were shown in sequence the 
many operations in the manufacture of 
a ring. That evening at the regular meet- 
ing, held at the 24-Karat Club, Dr. Fred- 
erick H. Pough, of the American Muse- 
um of Natural History, lectured on topaz 
and explained the various methods of 
distinguishing it from the numerous spe- 
cies which resemble it in its various 
colors. There were many interesting 
specimens of rough and cut stones. 
Among the guests were Robert M. Ship- 
ley, director of the Gemological Institute. 


House of Jewels to Show 
$14,000,000 Fortune in Diamonds 
At New York World's Fair 


The House of Jewels, smallest exhibit 
building on the New York World’s Fair 
grounds, which had queues almost as long 
as those in front of General Motors and 
other great exhibits last year, is reopen- 
ing with an even more costly display. 
This year there will be more than $14,- 
000,000 worth of gems, $8,000,000 worth 
of rough and cut diamonds alone, ac- 
cording to Kenneth I. Van Cott, general 
manager of Marcus & Co., and secretary 
of the House of Jewels. 

“There will be constant rotation in the 
jewel displays,” announced Pierre C. Car- 
tier, president of the House of Jewels, 
“but the essential motive of the tremen- 
dously popular 1939 exhibit will be re- 
tained. More than 5,000,000 persons 
jammed the building last year and mil- 
lions more were unable to sate their 
curiosity and interest in the gem display.” 

DeBeers Consolidated Mines, Ltd., of 
South Africa sponsors the exhibit, to- 
gether with five New York jewelry firms, 
Tiffany and Co., Black, Starr & Frost- 
Gorham, Cartier, Marcus and Co., and 
Udall & Ballou. 

The exhibit this year will devote par- 
ticular attention to the transition of 
diamonds from the rough state to the 
perfect finished product. 


Platinum Prices 
(April 25, 1940) 


SECO COT OER PR ee ee ee $38.00 
Containing 5% iridium ........ 44.00 
Containing 10% iridium ....... 50.00 
Containing 5% ruthenium ...... 38.00 
MOM aie c5ositiubadeeacweas $24-$25 
April Silver Prices 

London New York 

: Spot Official 

MD) Bids dcanwe was 207:d 3434,¢ 
Wee Bbkscscacews 20%;d 34%4¢ 
, | = | Pere 20%d 34%4¢ 
yo ge eee 20}8d $434¢ 
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“JADE” 
‘The Gem Of Ages” 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


New York 





20 West 47th St. 














DIAMONDS 
Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since !9I1. 

Fred. F. Schwartz 
| West 47 St. N.Y. C. 








LADIES’ PLATINUM MOUNTINGS 
Solitaire—Wedding—Star—Sapphire— 
Fancy Shaped Rings 
Gents Gypsy Rings in Plat. and 
Gold for Stars or Diamonds 


JOSEPH A. RICH 
Mfrs. of Platinum & Gold Jewelry 
62 W. 47th St. New York City 








FOR RENT 


GRAND CENTRAL ZONE 
THE ALLIED ARTS BUILDING 


304-320 EAST 45th ST. 


LO FT 3,600 to 23,000 


SQ. FEET 


Excellent for Mfg. Jewelers 
HIGH CEILINGS @ HEAVY FLOOR CAPACITY 
100% SPRINKLER @ $$ 24-HOUR SERVICE 
PRESENT TENANTS INCLUDE 


APEX WATCH CASE MFG. CO. 
B. F. HIRSCH, INC. 
JAEGER WATCH CO. 


LEVY BROS. MANAGEMENT CORP. 
1440 BROADWAY NEW YORK 














BRONZE SIGNS—LETTERS 
TO MODERNIZE YOUR STORE 
Write for Catalogues and 


helpful FREE DRAWINGS 
U. S. BRONZE SIGN CO., INc. 


5374 BROADWAY. «© NEW YORK CITY 

















WHY PAY MORE? 


BABY SHOES METALIZED 


Encased in Solid Metal by the Improved 
ARTCO Process 


YOUR COST 
(To the Trade Only) $1.65 SINGLE 


$2.70 Pair 


Choice of beautiful BRONZE or 
four other life-time finishes. Solid 
bronze, genuine marble and onyx 
ash trays, book ends, etc., for 
mounting at lowest prices. Quality 
workmanship and prompt, reliable 
service. Write for complete infor- 
mation. 


Send us your next order. 


ARTCO METALIZERS 


5309K Wabada Ave., St. Louis, Mo. 














DINGS 
REFINISHED 
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24 HOUR 
SERVICE 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 


RCH CROWN TAGS 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 























Specializing Traveling and Boudoir Clocks 


Leather Case Service 


Also complete 
New York 


110 West 40th St. * 











. S. Pat. Off. records searched 
for ANY Invention or Trade Mark 








Alexander E. Arnstein Honored 
With Chairmanship of Drive 
For Refugees and Overseas Needy 


More than 300 leading representatives 
of all branches of the jewelry industry 
are expected to attend a dinner inaugur- 
ating the trade’s participation in the 
United Jewish Appeal for Refugees and 
Overseas Needs, ‘Thursday night, May 9, 
at the Hotel Biltmore, New York, ac- 
cording to Alexander E. Arnstein, of 
Arnstein Bros. & Co., New York, who 
has been designated chairman. 

The funds raised will be used to carry 
on the greatly expanded programs of 
the Joint Distribution Committee, the 
United Palestine Appeal and the Na- 


Alexander E, Arn- 
stein, of Arnstein 
Bros. & Co., chair- 
man of jewelry divi- 
sion of The United 
Jewish Appeal for 
Refugees & Overseas 
Needs. 





tional Refugee Service, the three leading 
American Jewish agencies which provide 
relief for the victims of war and oppres- 
sion in Europe, resettlement facilities 
in Palestine, and advice and assistance 
to refugees in the United States. 

“In supporting this campaign,” Mr. 
Arnstein says, “our industry is follow- 
ing a cherished and age-old American 
tradition—that of furnishing immediate 
assistance to victims of war and oppres- 
sion.” 

Almost all of the most important men 
in the metropolitan Jewish community 
engaging in the jewelry trade are actively 
associated with this drive. 

Co-chairmen of the division are: Ben- 
jamin Eichberg, Eichberg & Co.; Harry 
D. Henshel, Bulova Watch Co.; Ben- 
jamin Lazrus, Benrus Watch Co., and 
Aaron Sverdlik, of Robinson & Sverdlik. 

The vice-chairmen include: Diamonds, 
Henry I. Jacobson, Jacobson Bros. and 
Isidore Lipschutz; watch attachments, 
Marvin J. Bruner, Bruner-Ritter, Inc.; 
platinum, diamond jewelry, Oscar Hey- 
man, Maurice Tishman, Maurice Tish- 
man, Inc.; manufacturing jewelers, 
Charles Barnett, Charles Barnett Co.; 
William B. Ogush, Katz & Ogush, Inc.; 
Milton Rosenberg, B. F. Hirsch, Inc., 
and Jacob H. Schaeffer, Shiman Bros. 
& Co.; pearl and gem dealers, P. Irving 
Grinberg; watch importers, Samson 
Hittner, Bulova Watch Co.; Norman M. 
Morris, Norman M. Morris, Inc.; Amer- 
ican watches, Morris Rivkin, Elgin Na- 
tional Watch Co.; jobbers, Harry Cohen, 
A. Cohen & Sons; Lawrence B. Mala- 
wista, Morris Malalwista Son & Bro., 
Inc.; Louis Aisenstein, Aisenstein, Wor- 
onock & Sons, Inc.; industrial diamonds, 
J. Warner Prins, Warner Prins; case 
manufacturers, Jack Podel, Acme Watch 
Case Co.; smelters and refiners, Sigmund 
Cohn, Sigmund Cohn Co.; Edward Stras- 
ser, I. Stern & Co., and retailers, Phineas 
Peters, chairman Executive Committee 
Retail Jewelers Association of Greater 
New York, and Bernard Robinson, 
Finlay Straus Jewelry Co. 
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Columbia Gem Courses 
May Now Be Credited 
Towards G. |. A. Degrees 


Jewelers in the New York area ma 
now receive full credit, including tui 
towards the Certified Gemologist course 
of the Gemological Institute of America 
by enrolling in the lecture and laborato 
classes at Columbia University conducteg 
by Prof. Paul F. Kerr. 

By the arrangements of the GLA. 
with the university, those who complete 
only Prof. Kerr’s lecture course at 
Columbia will have credit, including tuj- 
tion, allowed on A.G.S. Course No, 012, 
Credit is conditional upon the passing 
of the examinations at the completion 0/ 
the Columbia course and upon the recom- 
menduation of Dr. Kerr as to satisfactory 
class work. 

It has also been announced that stu- 
dents enrolling in the Gemological In- 
stitute’s Certified Gemologist courses 
may elect to receive from the Institute 
tuition for both the lecture and labora- 
tory class at Columbia in lieu of the 
three years’ attendance at monthly study 
group meetings conducted in the evening 
at the 24-Karat Club room, a privilege 
now included in the price of the C.G, 
courses. Jewelers enrolling in Course 
No. 012 of the American Gem Society 
may similarly elect to attend Prof, 
Kerr’s lecture course. 

This provides greater opportunity for 
the jeweler who is interested in instruc- 
tion from either of these institutions. 


Salomon Addresses 
Gotham Watchmen 


The second half of an enlightening lec- 
ture on intricate problems of watch ad- 
justing, position rating and adjustments 
for isochronism was delivered by Rochas 
Salomon, before the Horological Society 
of New York, April 2. It was the last 
meeting to be held at 150 W. 85th St, 
for beginning May 7, future monthly 
meetings will be held at the Engineers’ 
Club, 29 W. 39th St. President Andrew 
Park outlined the advantages of locating 
centrally, with surroundings of a scien- 
tific spirit and with more room for the 
meetings which have been growing in at- 
tendance since last June. , 

J. L. Roehrich, past president, and 
treasurer of the New York State Watch- 
makers Association, Mr. Park, and 
Henry B. Fried, corresponding secre- 
tary, were named delegates to the annual 
meeting of the state watchmakers asso- 
ciation, at Albany, where Mr. Roehrich 
was subsequently named to the presi- 
dency. 





Westchester Dinner-Dance May 19 


The second annual dinner-dance of the 
Westchester R.J.A. will be held at Glen 
Island Casino, just off the Shore Road 
in New Rochelle, N. Y., Sunday night, 


May 19. 
The committee of which Leonard 
Talner, New Rochelle, is chairman, 


promises a pleasing and not too long 
entertainment with plenty of time for 
dancing and social activities. 

President of the association is Elmer 
Hildreth, Mount Vernon; vice-president, 
Robert Groebel of the Royal Watch & 
Diamond Co., Yonkers; secretary, Harry 
Gerber of Bramley & Co., White 
Plains, and treasurer, Victor Ross, New 
Rochelle. 
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New York Watchmakers Debate 
Affiliation With National Group; 
J. L. Roehrich, New President 

Aupany, N. Y.—The New York State 


Watchmakers Association, meeting 
April 7 and 8, at the Hotel Ten Eyck, 


elected Jean L. Roehrich, New York, 
president. , 
Mr. Roehrich is past president of the 


Horological Society of New York. He 
succeeds Miles E. Pooler, of Rochester. 
Others unanimously elected were H. G. 
Harrington, Syracuse, vice-president; 
Clarence Engelbert, Rome, treasurer, 
and John DeVogel, Albany, executive 
secretary. 

Mr. Roehrich is a man of unusual 
talents. He graduated from the Geneva 
(Switzerland) Horological School with 
top honors and carries split-second 
chronograph-repeaters which he created 
entirely from raw materials. Later he 
matriculated at the Technical Institute 
and then became technician and repre- 
sentative of the Omega Watch Co. He 
was head of the watch department of 
Cartier’s New York store for 15 years. 





Stone Dealer Makes First 
Round the World Business 
Trip by Airplane 

What is thought the first business trip 
completely around the world by airplane 
has just been started by C. E. Paskow 
of Wm. V. Schmidt & Co., New York, 
importers of colored stones. Numerous 
trips have been made to set speed records 
or to obtain publicity but so far as is 
known no business man has ever previ- 
ously undertaken such a trip in the pur- 
suit of his customary commercial activi- 
ties. 

Mr. Paskow departed on the Atlantic 
Clipper from New York for Portugal. 
He will visit Spain, Italy, possibly France 
and England, the Near East, India and 
Ceylon, Indo China, Siam, Australia, 
China and Japan, visiting the principal 
gem producing and marketing centers 
and buying goods. 

The entire trip will be made by plane, 
passage having already been booked as 
far as India. Mr. Paskow expects to 
devote from four to six months to the 
trip and through it to secure an unusually 
large and fine collection of colored stones 
which his firm will offer to the trade. 


Solomon Heads Rogers, Springfield 


SprinorieLtp, Mass.—Maxwell Solomon, 
who has been prominently identified with 
the jewelry business in this city and in 
Boston for many years, has been named 
manager of the Rogers Jewelry Co. 
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Members and wives who attended the Empire State watchmakers’ convention 


He now operates his own business on 
Fifth Avenue. For the second year he 
will be in charge of the watch exhibit in 
the Swiss Pavilion at the New York 
World’s Fair. He is a vice-president of 
the Horological Institute of America. 

The matter of state affiliation with 
some national body was debated at 
length an finally tabled for further con- 
sideration. 

Dr. L. A. Wilson, associate commis- 
sioner of the State Board of Education, 
was the principal speaker at the ban- 
quet, Monday evening. He spoke of 
apprenticeship training and compared 
American and European methods. He 
praised the contribution of watchmakers 
to industry. Leon Davis, Binghamton, 
president of the New York State R.J.A., 
promised his personal and his associa- 
tion’s cooperation to the watchmakers 
in all efforts for trade betterment. A 
third speaker was Edmund L. Kane, 
assistant county attorney. 

It was tentatively decided to hold the 
next meeting in New York City, about 
Labor Day, to give the members a 
chance to visit President Roehrich at the 
Swiss Pavilion. 


Gem-Testing Laboratories 
Will Be Opened by G.I.A. 
In New York and Boston 


Gem-testing laboratories for New York 
and Boston, such as the Gemological 
Institute’s Los Angeles laboratory, will 
soon become a reality, according to Rob- 
ert M. Shipley, president of the G.I.A., 
who spent last month in New York and 
Boston in consultation with members of 
the Institute’s boards. 

The laboratories, similar to those which 
have been in operation in London and 
Paris for some years, were decided upon 
in February. It was decided to set them 
up just as soon as mineralogists, or other 
scientists, could be obtained as laboratory 
directors. These men will have to have 
the specialized knowledge and practice in 
gemology, necessary for accurate gem 
identification. 

Canadian members of the Institute are 
also giving consideration to a G.I.A. 
laboratory to serve the Canadian trade. 


McKinley Store Is 100 Years Old 


Wasuincton, Pa—The McKinley 
jewelry store, which celebrated its 100th 
anniversary on April 1, is believed to be 
the oldest business in Pennsylvania re- 
maining in the same family and con- 
ducted by two members of that family. 
It was founded in 1840 by Alexander 
McKinley. Frank B. McKinley, son of 
the founder, took over the business April 
1, 1886, and has managed it ever since. 
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Ask for our latest revised 





GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 


(Before) 





(After) 











To have a perfect assortment, 
every mainspring in your stock 
must be of the same quality. 
Otherwise, you may not get the 
results you expect. We manufac- 
ture all sizes of mainsprings of uni- 
form high quality for all makes of 
watches. 
SPECIFY 


SANDSTEEL 
CROSSCURVED MAINSPRINGS 


The Mainspring of Truly Graduated Force 
Patented—Made in U. S. A. By 
WATCH-MOTOR 
MAINSPRING CO., Inc. 

145 Hudson St. New York 


Ask your jobber for our new catalog. 
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SWISS AND AMERICAN 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


87 NASSAU ST., NEW YORK, N. Y. 








| FRANK KAUFFMANN 








1485 Third Ave., New York, N. Y. 


IMPORTER 


of world-famous hand-carved 


CUCKO0-CLOCKS 


AND ALL PARTS 





price list. 











SAVE ON 
Swiss and American 


GENUINE WATCH MATERIALS 
LOWEST PRICES & 
PROMPT SERVICE 
WRITE FOR CATALOG 
CENTRAL WATCH MATERIALS & 
SUPPLY CO., INC. 
134 S. 8th Street Philadelphia, Pa. 











KLGIN & BELMAR 


eV ATCRES 


LOUIS SICKLES 
. Philadelphia, Pa. 


slesatle Distributorstothe Trade” 


1015S Chestnut St. 
“Wile 








Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 


805 Sansom Street « Philadelphia 











BOWMAN 


F! Technical School 
i Courses for Success for 
Watchmakers 
Engravers, Jewelers 


SF | Write for free book ‘Your 
Future and Our School’’ 











Bowman Bidg., Lancaster, Pa. 








spepegeas College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


DL Broad and Somerset Streets 
PHILADELPHIA, PA. 

















EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD—SILVER—PLATINUM 
713 SANSOM ST. PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 








7 IRNKILTO 
CREATORS OF ARTISTIC 


HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 








F. X. ZIRNKILTON 2f2ai2teS%i 


PHILADELPHIA 








| ¢ Samuel Z. Korff last month located at 





BYARD F. BROGAN. 


| eral 





740 Sansom St. 

q Neiderman’s Gift Shop, formerly of 
3656 Germantown Ave., last month 
moved to newly renovated and larger 
quarters at 3654 Germantown Ave. 

q Mrs. James Marston, Sr., wife of 
James Marston and mother of James 
Marston, Jr., both of H. O. Hurlburt & 
Sons, 817 Chestnut St., died March 25. 
q Raymond Bene, formerly of S. Kind 
& Sons, Broad and Chestnut Sts., became 
a salesman for Paul Dreher, stone im- 
porter and lapidary, at 717 Sansom St., 
March 25. 

4 Samuel Z. Korf, former Philadelphia 
jeweler who has been in New York sev- 
years, returned to this city last 
month to open business in the Je -welers’ 
Trade Building, Sansom St. 

q The Philadelphia Watch Supply Co., 
of Joseph Kramer and Barney Rife, 
moved from 720 Sansom St., to 730 San- 
som St., April 20. Other removals in- 
clude that of H. Henry Seletsky from 
719 to 718 Sansom St. 

q Elmer Horn, employed for 43 years 
at M. Sickles & Sons, 904 Chestnut St., 
where he is now a buyer, and Mrs. Horn 
celebrated their golden wedding anni- 
versary March 27. They received felicita- 
tions from friends, relatives and em- 
ployees of the Sickles firm. 

q Louis Sickles, 1015 Chestnut St., an- 
nounced last month the firm has added 
Telechron products to its line. Louis 
Sickles, Jr., left last month for a trip 
through the South and Joseph Fishbein, 
of the Sickles New York office, began a 
trip through New York and Eastern 
Pennsylyania. 

q Fulmer & Gibbons, Inc., manufacturers 
of diamond jewelry, moved April 15, to 
214-218 S. 12th St., where they occupy 
the entire sixth floor. The firm was 
founded 36 years ago by Warren W. 
Fulmer and William Gibbons at 8th & 
Sansom Sts. L. W. Gibbons, who is now 
president, joined the firm in 1905. 
Stephen Gibbons is treasurer, and George 
Bierschenk is secretary. 

q Associated Barr Stores, with main 
offices at 1112 Chestnut St., have an ad- 
vertising tie-up in May when “Gone with 
the Wind” will show at three neighbor- 
hood theaters and one central city sec- 


ond-run theater. The Barr store will 
furnish envelopes for reserved seat 
tickets. The firm had a similar arrange- 


ment during the showing of the film in 
two of the city’s first-run downtown 
houses. The plan was worked out by 
Allan Greenfield, Barr advertising man- 
ager. 

q Eight founding members of the new 
Sansom Street social group met April 16 
at the State House Restaurant to lay 
further plans for activities of younger 
members of the jewelry trade who will 
form the organization. The group plans 
a softball team for the summer and hopes 
to acquire club rooms. Other activities 
may include horse back riding and tennis. 
Those attending the meeting were 
Herman Blum, Michael Orloff, Irving 
Hoffman, Manuel Hoffman, Robert Shif- 
ren, Leon Aisenstein, Armand Jacoby 
and Leonard Kahn. 

4 Headed by Robert J. McConway, pres- 
ident, new officers of the Horological 
Guild of Philadelphia were elected and 
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installed 
stitute. 


April 2 at the 
Technical talks 
Guild meetings in the Institute April 9 


Franklin Ip. 
were given at 


and 16 by Herbert Holt, second vice. 
president. This program will be contin- 
ued the third and fourth Tuesday even. 
ings of each month, Mr. McConway said, 
The Guild will meet again May 7, 

q Afternoon classes for students of hi gh 
school age are expected to be established 
at the Bok Vocational High School next 
September when horology courses, con- 
ducted for the first time this year, are 
resumed. An average of 45 students, en- 
rolled from those actively at work jn 
the trade, attended ‘night classes three 
times a week from January until the 
school closed May 1. Established by the 
Board of Education in cooperation with 
the Horological Guild of Philadelphia, 
the project has received the commenda- 
tion of jewelers and educators alike at 
the conclusion of this, its first term. 
Night courses are expected to be contin- 
ued next fall whether day classes are 


begun or not. H. R. Pedrick and 
George Baitzel, of the Philadelphia 
Guild, were instructors in horological 


theory and practice. 





HAS DIAMOND ANNIVERSARY 





Joseph B. Bechtel 


PuiILapeLpH1a—Friends, relatives and 
employees felicitated Joseph B. Bechtel, 
president of Joseph B. Bechtel & Co., 
729 Sansom St., at a dinner, April 5, at 
McCallister’s restaurant. The occasion 
was in anticipation of Mr. Bechtel’s 75th 
birthday anniversary, April 11. Approx- 
imately 100 attended the dinner at which 
Mr. Bechtel received numerous gifts, in- 
cluding a portable radio presented by 
employees of his store. Mr. Bechtel has 
been active in the affairs of the National 
Wholesale Jewelers Association, which 
he has served as treasurer for a number 
of years. 

He entered the jewelry industry 46 
years ago and has spent 40 years in 
Sansom St. Two sons, Earle B. Bechtel 
and F. Clarke Bechtel, are associated 
with him in the business. On April 11 
he was given a family birthday party at 
Andorra Inn., Ridge Pike, near Norris- 
town. Mr. Bechtel has been an active 
deacon of the First Mennonite Church in 
Philadelphia for 48 years. All 24 mem- 
bers of the women’s Bible class taught 
by Mr. Bechtel attended the party on 
April 5. 
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¢ Uncas Mfg. Co., ring makers located 
on Atwells Ave., are constructing an 
addition to the plant, at a cost of $8200. 

The Rainbow Jewelry Co., Inc., has 
been incorporated for the manufacture 
of jewelry by Joseph Migliori, leresa 
Gasbarro and Helen Gasbarro. 

Workers of the Associated Attleboro 
Manufacturers, Inc., on April 1 received 
ponuses totaling $25,000, according to an 
announcement by Amos D. Blackinton, 
an executive of the company. 

4 Under the will of the late Charles D. 
Lyons, Attleboro, the jewelry manufac- 
turing business operated under his name 
is bequeathed to Eva S. Nerney, “for 
many years a faithful employee.” 

q Lieut. William G. Lind, Jr., U. S. 
Marine Corps Reserve, a member of the 
firm of T. W. Lind Co., jewelry findings 
manufacturers, has left for an extended 
tour of duty at the Marine Barracks in 
Quantico, Va. 

q Payrolls in the Rhode Island manufac- 
turing jewelry industry were reported at 
$1,221,142 during the month of March, 
unchanged from the level in the preced- 
ing month but eight per cent above the 
March, 1939, aggregate. 

q The fate of the bill for the licensing of 
watchmakers in this state was in doubt 
as the legislature approached adjourn- 
ment. The bill was reported out of com- 
mitee and a hearing was held at which 
the Rhode Island Horological Associa- 
tion was represented. 

4 Louis J. Cormier, 52, former pay- 
master at the Gorham Mfg. Co., died 
April 1 in San Gabriel, Cal. Mr. Cormier 
left the Gorham concern in 1925 to work 
at the Dallas office of the Travelers’ Life 
Insurance Co. Later he was transferred 
to the Los Angeles office. 

q The Clover Bead & Novelty Co. has 
announced plans for the removal of man- 
ufacturing operations next month to 
Pawtucket, where it has leased a build- 
ing of the old Royal Weaving Co. The 
company employs more than 150 persons, 
about half of whom will move to Paw- 
tucket or travel from Providence. The 
company expects to lose the services of 
the other half of its employees. 

q With one section of the industry to be 
heard from as this edition went to press, 
the drive for the New England manufac- 
turers’ share of the Jewelry Industry 
Publicity Board fund was within strik- 
ing distance of its quota. The fund had 
reached a point within $400 of the $6000 
quota and the Manufacturing Jewelers 
& Silversmiths Association, which is*con- 
ducting the campaign, was confident that 
the fund would go over the top when 
final figures are received. Arthur Kaplan, 
vice-president and secretary of. Louis 
Stern Co., headed the subscription com- 
mittee. 

q A nominating committee appointed by 
President William G. Lind, of the Metal 
Findings Manufacturers Association, will 
submit a slate of officers to the May 
meeting of that organization. At the 
March meeting members entered into a 
spirited discussion of ways and means of 
preventing copying ornamental designs. 
Members were unanimous in branding 
copying as a vicious and unfair method 
of competition. Methods of correcting 
this will be discussed at a future meet- 
ing. The nominating committee for the 
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selection of officers is headed by Alfred 
Smith, of the Fulford Mfg. Co. Other 
members are Forest Dean, of Calvin 
Dean, Inc., and Earl Morrow, of Frank | 
Morrow Co., Inc. 
q A hearing was held last month in the 
Rhode Island House of Representatives 
on a proposed law dealing with optom- 
etry, the principal feature of which was 
a provision forbidding the practice of 
optometry in department stores, jewelry 
stores, or any other kind of business 
establishment. Proponents of the act 
cited a petition signed by 95 per cent of 
the members of the Rhode Island Society 
of Optometrists asserting that optom- 
etry is a profession and should have the 
standards of a profession. The claim was 
made that the standards could not be 
maintained if business concerns inter- | 
ested in merchandising were allowed in 

the field. Providence retail merchants 

and the Retail Trade Board opposed the | 
legislation. 





Rhode Island Watchmakers 
Elect Coutu President; 
Now Have 100 Members 


Provinence — Joseph H. Coutu, of 
Olneyviile, was elected president of the 


Rhode Island Horological Association at | 


a meeting here April 11. He 


succeeds 


Leo Abisch, founder of the association, | 


who has been named chairman of the 
executive board and honorary president 
of the association. 

Other officers elected were as follows: 
Thomas Gray, first vice-president ; Henry 
Carette, second vice-president; Maurice 


Hebert, treasurer, and John Clinton, sec- | 


retary. ‘The executive committee in addi- | 


tion to Mr. Abisch includes William M. 
Houston, Edward V. Gavin, Theodore 
Vaine, Walter Bentley, Armand Guertin, 
Orion Archambault and William Cheever. 
Three trustees were elected, LeRoy 
Landry, Laura Clemence and Vincent 
De Angelis. 

Col. William H. Bright, of Boston, 
national executive officer of the United 
Horological Association, discussed rela- 
tions of the national association to the 
local and state guilds. 

Other guests included Henry Des 
Jardines, president, and William Filli- 
brown, past secretary of the Massachu- 
setts Horological Association. Present 
from the Worcester guild were W. D. 
Herbert, Cliff Barton, Raymond F. Per- 
rault, J. Edward Bogage and Henry A. 
Laverty. Thomas Fagan, past president 
of UHAA, was an unexpected guest. 

Members voted to hold the annual 
banquet and installation May 16 at the 
Narragansett Hotel. Joseph Coutu was 
elected national trustee and Leo Abisch 
was elected delegate to represent Rhode 
Island at the national convention in 
Cleveland. 

Membership in the Rhode Island or- 
ganization exceeds 100 watchmakers. 





Dramatizes Jewelry Displays 
Specializing in dramatized displays for 

retail jewelry stores of the country is a 

new business recently started by Ken 


Matsumoto, with offices and studio in 
the Builders Exchange Building, Los 
Angeles. 
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MANCHESTER SILVER COMPAN! 
SIDWERSMITHS 
PROVIDENCE RHODE ISLAND 





CLEANS 


Silverware All Metals 

Paint Mirrors 

Glassware Windows 
SAVES 

Hands Labor 

Time Surfaces 

NO FUSS NO MUSS 
NO WASTE 


Sold Only Through Retail Jewelers 
and Dept. Stores 


Retail, 50c 


For free sample and prices, write to 


MANCHESTER SILVER CO. 
Providence, Rhode Island 




















GOLD and SILVER PLATING 


Hollowware ° _ flat silver 
Removing of Engravings 
A FINER GRADE OF WORK WITH MODERN METHODS 
SYRACUSE SILVER COMPANY 
Silversmiths & Platers 


107 N. FRANKLIN ST. SYRACUSE, N. Y. 
All Mail Answered Same Day 





REED & BARTON 


Approved by Good Housekeeping 
A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 





Conte? 


250 Sterling Charms in Illustrated Catalog on request 
WELL 


S MFG. CO., ATTLEBORO, MASS. 














A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 
The Jewelers’ Circular-Keystone 


Chestnut & 56th Sts. 239 W. 39th St. 
Philadelphia, Pa. New York, N.Y. 























Confucius Say— 


“Wise Graduate pre- 
fer Jewelry 
and 


Wise Jeweler feature 
Engel Merchandise. 


Both profit happily”. 


“To Sell American 
Watch is to reap 
Golden Harvest”. 





BALTIMORE, MD. 














INVITATION 


A. cordial invitation is extended 
you to visit our new quarters in 


21 W. BALTIMORE ST. 
MAX KOHNER 


Wholesale Jewelers 


BALTIMORE, MARYLAND 


Distributors of Standard Lines 
Established 1836 








ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e@ JEWELRY @ 

5 HOPKINS PLACE, BALTIMORE, MD. 


fi. G. Schult; Company 
—BETTER STERLING HOLLOWWARE— 
TRADE 
Ema] 
MARK 


423 E. Lombard St. 








Baltimore, Md. 








PEARLS FIT FOR A QUEEN... 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 
Imperial Pearl Syndicate 


607 Fifth Ave. New York 
5 No. Wabash Ave. Chieage 




















q J. P. Taylor, of Emporia, Va., was a 
visitor in the Baltimore market on April 
15. 

q Recent visitors to the Baltimore mar- 
ket included Mr. and Mrs. Kibler Dent, 
of Columbia, S. C. 

q Mrs. D. L. Swirzer, of Staunton, Va., 
has discontinued the jewelry business 
founded there by her late husband. 

q Mrs. Florence Brown Rose of Beverly 
Hills, Calif., is visiting her mother, Mrs. 
J. Brown, of J. Brown’s Loan Office, at 
Baltimore. 

q The U. S. Jewelry Co., Baltimore, has 
been made distributor for the Telechron 
electric clocks, made by the Warren 
Telechron Co. 

4 Murray J. Kirby has resigned as a 
member of the sales force of the Duval 
Jewelry Co. of Jacksonville, Fla., to take 
a position with the Kay Jewelry Co., of 
Atlanta, Ga. 

q H. Y. King, jewelry salesman of Au- 
gusta, Ga., reported to the state police 
the theft of $1,000 worth of jewelry fol- 
lowing a collision with a truck near 
Batesburg, S. C. 

q Harry Baumohl, 6f the U S. Jewelry 
Co., Baltimore and Liberty Sts., Balti- 
more, got back from Miami Beach, the 
latter part of March after three weeks 
spent in Florida. 

q James H. Levi, of the firm of Leon 
Levi, 316 W. Lexington St., Baltimore, 
is recovering from an abdominal opera- 
tion and his physicians state that he will 
be fully restored to health. 

q Walter R. Thomas, proprietor of the 
Walter R. Thomas jewelry store, has 
been elected Commander of Atlanta 
Commandery No. 9, said to be the larg- 
est commandery of the Knights Templar 
in the Southeast. 

q Hoyt S. Purvis, member of H. T. Pur- 
vis & Son, Inc., Jonesboro, Ark., has 
been elected permanent secretary of the 
Craighead County Fall Festival and 
Livestock Show. He has served with the 
show in promoting it for two years. 

q Fred L. Williams, Sr., of 97 Decatur 
St., celebrated his 45th anniversary as a 
retail jeweler on April 15. He has been 
in the same location for the entire period 
and for most of that period has been an 
official watch inspector for the Georgia 
Power Co. 

q A dozen high-priced watches and an 
Easter bunny were taken by window 
smashers from the Kay jewelry store at 
8 Peachtree St., Atlanta. The thieves 
passed up a number of inexpensive 
watches and other pieces of jewelry in 
the window. 

q An extensive array of silver cups and 
trophies for the annual Memphis Kennel 
Club exhibition, April 14, was on display 
the first two weeks of April at Perel & 
Lowenstein’s, 144 S. Main St., Memphis. 
W. P. Lowenstein, of this firm, returned 
in April from a vacation of several 
weeks at Miami Beach, Fla. 

q Harry S. Banta, Newnan, Ga., retail 
jeweler, celebrated his 55th anniversary 
as a resident of Newnan and his 45th 
anniversary as a retail jeweler on April 
1 with an open house to which the entire 
community was invited. A native of 
Vevay, Ind., Mr. Banta came to Newnan 
as a young man in 1885. He is a past 
president of the Georgia R.J.A. 
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q The A. G. Schultz Company, maker of 

sterling ‘Silver hollowware at 423 R 

Lombard St., Baltimore, reporting de- 

mand for its popular priced line of 

goods, is installing additional machinery 

such as lathes, rollers and polishers, 
M. S. Wolfe, who covers Louisiana, Tex- 

as, Arkansas and other Southern states 

started on one of his regular tours about 
the middle of April and expected to be 
gone a month. 

q Max Kohner, wholesalers, for the last 
20 years at 104 Fayette St., Baltimore, 
are now doing business in their new quar- 
ters at 21 Baltimore St., which affords 
twice the space of the former location, 
Fluorescent lighting and some new fix- 
tures give the office a bright, modern 
atmosphere. The firm was founded in 
1883 by the late Max Kohner, father of 
the present principals, Emanuel and 
Ferdinand Kohner. Emanuel Fineman, 
Arthur H. Goldman and Louis Good- 
stein comprise the sales force. 

q A special issue of “Ewing’s Doings” 
recently commemorated the 30th anni- 
versary of Ewing Bros., wholesale jewel- 
ers, 5 Plaza Way, Atlanta. Paul, Oliver 
and Luther Ewing established the busi- 
ness, in 1910, as distributors of materials 
and supplies in Atlanta. Steady growth 
saw the firm incorporate a complete line 
of merchandise the jeweler sells, and 
move successively to larger quarters, in 
1911, 1916, and 1924. At present six 
Ewing representatives cover the South- 
ern states, and the staff numbers 46. 

q Charles S. Stifft Co., Inc., 310 Main 
St., Little Rock, Ark., which was 
founded in 1880 as the first store dealing 
exclusively in jewelry in Arkansas, has 
been purchased by Peacock’s, Inc., of 
Shreveport, La. The newly organized 
firm is headed by Max Moses of Little 
Rock, president; Alex Wolf of Fort 
Worth, Tex., vice-president, and Morris 
Schuster of Shreveport, secretary-trea- 
surer. Since early in the century the firm 
has won recognition as the major jewelry 
firm in Arkansas. Mr. Stifft operated 
the firm for many years and upon his 
death, his son, Perry W. Stifft, became 
president. Following the son’s death 
last September, Mrs. Stifft was elected 
president and served in that capacity 
until Peacock’s, Inc., became owners of 
the firm. 


Over 400 Expected to Attend 
Tri-State Meeting, May 5-6 


Wasuincoton, D. C.—The attractions 
of the nation’s capitol are expected to 
attract even more than the 400 who at- 
tended last year’s convention of the 
Maryland-Delaware-District of Columbia 
Jewelers Association, held in Baltimore, 
according to Arthur J. Sundlun, this city, 
president of the association. This 26th 
annual meeting will be held May 5 and 6, 
at the Mayflower Hotel. 

Serving with A. C. Mayer, general con- 
vention chairman, are Albert Sigmund, 
program chairman; William H. Wright, 
reception chairman; Sam Schwartz, 
finance chairman; Norman Kal, publicity 
chairman; Clarence Pearson, registration 
chairman; Sidney M. Selinger, entertain- 
ment chairman; and Mrs. Albert Sig- 
mund, ladies’ reception chairman. 
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NEW RETAIL JEWELRY ENTERPRISES 








Name and Address Manager or Owner 


roth, Beaverton, Ore. ..-cccccccccsccccccccecs F. Abendroth 
ag oe 327 W. Main St., Durham, N. C...........- Ben Bosse 
Dee Atherton, Beatrice, CO ee weet ee tees teres eee ees Dee Atherton : 
Charles A. Bertschi, 379 E. Green St., Pasadena, Cal..... Charles A. Bertschi 
Brawley Credit Jewelry Co., Fayetteville, N. C........... 
J. Coleman, 1140 Martine Ave., Plainfield, N. J.......... J. Coleman 
, s, 912 Lincoln Way, LaPorte, Ind........ Paul Davey 


’s Jeweler 
vt Ab Shop, 514 Polk St., Amarillo, Texas........... Sam A. Fenberg } 


coe J. Dinkel, 330 Locust St., Columbia, Pa........... Adam J. Dinkel 
Federal Jewelry Co., 32 St. Marks St., Dorchester, Mass.. John William Lally 
The Gold Shop .3809 Main St., Houston, Texas.......... Mrs. Alice H. Nelson 
Goodman & Bader, 618 S.W. Washington St., Portland, 
BL coach eect acvebre cee ctheer er neeseess menace .... Meyer Goodman & Jack Bader 
A. L. Griffin, Troy, Ala, ...-. cece cece e cree eee eeceees A. L. Griffin 
Hamilton’s, Inc., Rock Hill, S. C......eeeeeeeereeeecees Edgar Davis 
Samuel Higonbotham, New Oxford, Pa..........+++.++. Samuel Higonbotham 
Simon Immerman, 42 E. Main St., Columbus, O......... Simon _Immerman 
The Jewel Shop, 625 Washington Ave., Greenville, Miss... Miss Carol Fischer 
Jewel Shop, Inc., Greenville, S. C........eeeeeeeeeeecees Ned W. Cohen & Sidney } 
Schlefstein 
LeRoy Jewelry Co., 429 Euclid Ave., Cleveland, O....... Herbert Shaw 
Marshall Jewelry, Willamina, Ore..............++e.005- S. P. Marshall 
Arthur Melnick, 373 Washington St., Boston, Mass....... Arthur Melnick 
Miller’s, Inc., 906 Garrison Ave., Fort Smith, Ark........ Alex Miller | 
Minneapolis House Furnishing Co., 22 5th St., S., Minne- 
apolis, Minn. (jewelry dept.) .....cccccccceccsccsecs | 
Peacock’s, Inc., 310 Main St., Little Rock, Ark.......... Max Moses, Pres. 
Pearl Jewelry & Radio Co., 1012 First Ave., Seattle, 
MIE." oa ol Sia Gaga a: Xai Ge a ES AIT ae at Oe aera an 
Pelham Jewelry Store, Pelham, G@.....cccccccccccceces B. M. Harmon 
J. W. Poffenberger, 416 5th St., Columbus, Ind.......... John W. Poffenberger 


Marion D. Potts, 109 E. William St., Kendallville, Ind.... Marion D. Potts | 

Charles Rener, No. 804 Metropolitan Bldg., Los Angeles, 
ML. Dchdd bbe neceaw sd CES RAS OU OMES COM hee eee He ....+..eCharles Rener | 

Rogers Credit Jewelers, 831 Broad St., Augusta, Ga...... Donald Newman 

Boston's, 10-13 N. Mam St., Dayton, O.....ccccccccecce Jack Rosenthal 

Royal Jewelry Co., Main & Front Sts., Rochester, N. Y... Edward Kinn 

George S. Shaw, 130 S. Main St., Jersey Shore, Pa....... George S. Shaw 

A. D. Shaeffer, W. Hale Ave., Osceola, Ark............. A. D. Shaeffer 

Templin & Griesheimer, 46 N. Paint St., Chillicothe, O... Ralph B, Templin & Robert J. 


Griesheimer 
Arthur Uhlig, 303 4th St., E., Waterloo, Ia.............. Arthur Uhlig 
M. W. Wien, 46 Church St., Montclair, N. J............. M. W. Wien 
Zeff Bros., Inc., 715 Madison Ave., Covington, Ky....... “Bob,” “Dave” & “Nate” Zeff 








South Carolina R. J. A. Urged | 
To Restrict Wholesale-Retailing 


CotumsBia, S. C.—Alvin Magnon, 
Tampa, Fla., regional vice-president of 
ANRJA, in the principal address of 
the 21st annual convention of the South 
Carolina R.J.A., here, April 14 and 15, 


ing Mr. Cochran. R. J. Ortman, Charles- 
ton, was re-elected secretary-treasurer. 
A dinner was held Sunday night and 
a banquet and dance Monday night, 
with 50 members and guests. Charleston 
was selected for the 1941 gathering. 
William C. Sylvan, Columbia, was chair- 
man of the arrangements committee. 








Winston-Salem Sees "Time" Movie 


Winston-Satem, N. C.—The showing 
of a motion picture, “Time,” furnished 
by a watch manufacturer, featured the 
April meeting of the local guild of the 
North Carolina Watchmakers and Jewel- 
ers Association, April 9. H. K. Nance, 
chairman of the organization committee, 
reported progress towards new guilds. 
About 40 members and visitors attended. 
Robert H. Day presided. 





New officers of the South Carolina jewelers 
association, elected at the Columbia conven- 
tion, are from left to right: Rufus D. Lewis, 
Spartanburg, president; R. E. Cochran, An- 
derson, first vice-president; J. B. Frontis, Clin- 
ton, second vice-president; and R. J. Ortman, 


Imports During February 








ZIRCON 
RING 


Genuine Zircon, Blue or White, 
and two I!/, Pt. diamonds, set in 
an attractive new 14 Kt. Gold 
Mounting. 


PRICE $17.00 KEYSTONE 


MORRIS KAYSEN CO. 


Manufacturing Jewelers 
740 Sansom St., Philadelphia 


Chicago Representative: 
C. R. Drucker, 29 E. Madison St. 








Learn at Elgin 
Watchmakers 
College 








Hundreds 
of outstand- 
ing jewelers 
got their start in 


world-famous Elgin Watch- 
makers College. Many graduates now own 
successful businesses. Others are skilled 
watchmakers. This institution is sponsored 
by the Elgin National Watch Company. 
Training includes regular shop work and in- 
struction by Elgin master craftsmen. Limited 
number cf openings now available for young 
men over 17 who wish to get into this profit- 
able field. Rare opportunity. Modest tuition. 
For full particulars address Dept. G-6. 


ELGIN WATCHMAKERS COLLEGE 


Elgin, Illinois 














Article Number Value 
Charleston, secretary-treasurer. Watches and watch 
; movements ..... 193,133 $557,474 
urged members to work for legislation Watch parts .....  ..... 85,965 
trolli tail h from whole- Clocks and clock 
controlling retail purchases movements ..... 397 5,626 
salers, saying such a law operates suc- Diamonds— 
cessfully in Wisconsin. Rough, uncut 3,828 237,944 
Rufus D. Lewis, Spartanburg, was Tine wears 29,462 2,161,528 
elected president to succeed J. B. Fol- yr ey 19,528 
som, Sumter; Raymond Cochran, Ander- Cultured or cul- F 
ra ‘ ; BUREN ccvcees sa¥es 16,737 | 
= first vice enna a pay mers Other Geastenn: ont 
all, of Florence, and J. B. Frontis, semi-precious stones 
Clinton, second vice-president, succeed- COG, GEO cieek. wees 186,918 | 
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A COMPLETE 
SUPPLY SERVICE 


Patronize the house that gives 
you the best service. Send your 
mail orders where they will be 
most accurately filled. Try us. 
“The price is the same— 
The service is better.” 


FISHER’S SUPPLY HOUSE 


411 First St. Roanoke, Va. 






































































eS Ee aC ne 























© JEWELERS’ FINDINGS N 
CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 


JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 


TROPHIES — MEDALS 
JEWELRY TRADE 
535-559 W. 59th St., Chicago 

















' SILVER 
CHROMIUM 








A ee | 





SWARTZ & CO. 


10 S$. Wabash Ave. Chicago, Ill. 











DIAMOND CUTTING 


Re-Cutting Price, Net—Special 
Ye and '/, Carat $5 5, and 3%, Carat $9 


¥, and '/, Carat 7 | Carat 10 
Removing Chips $1.50 to $3.00 


Yg and 


IMPORTERS OF DIAMONDS 


Send for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago, Illinois 











If you want a Complete Catalog of 


FULLERS FINDINGS 


to assist and enable you to 
ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, III. 











4614YJ—I14K. Yel. 
Net $15.00 
4615PJ—10% Ir. Plat. 
Net $23.50 
1/5 to 5/8 Ct. 
LET US MOUNT YOUR DIAMOND 


In this beautiful Mtg. 
DIAMOND SETT 


4614/2YJ—I4K. Yel. 
et $18.00 
461542PS—10% Ir. Plat. 
Net $24.50 


ING 
SPECIAL ORDER AND JEWELRY REPAIRING 
WEDDING RINGS AND MOUNTINGS 
Send for our latest catalog 


QUAST & OLSEN 





5 So. Wabash Ave., Chicago, Ill. 








q David Millard, 77, father of Albert E. 
Millard, of Buss-Linthicum-Thorson, Inc., 
died April 5 after a short illness. 

q Leland Fay of Benj. Allen & Co., 
spent several days in Kansas City last 
month on business for the company. 

q Mead Montgomery of M. A. Mead & 


Co., returned recently from Florida 
where he and Mrs. Montgomery spent 
several weeks vacationing. 


q Proesel Bros., repairers and manufac- 
turers to the trade, located for the past 
several years in the Pittsfield building, 
are now located in extensive new quar- 
ters. on the 13th floor of the Heyworth 
Building. 

q At their meeting April 20, the Chicago 
Horological Guild voted to affiliate with 
the United Horological Association of 
America and to invite the latter to hold 
its 1941 convention in Chicago. W. H. 
Samelius, of Elgin Watchmakers College, 
spoke. 

q Ham Allen, for several years associ- 
ated with the Chicago office of Oneida, 
Ltd., but located in Buffalo, for the past 
few years, came to Chicago last month 
and visited friends here. He timed the 
visit to coincide with the opening of the 
newly furnished offices here. 

q For the 10th consecutive year, S. B. 
Kahn, Central Monogram Works, 
Chicago, has successfully competed for 
the order to make gold monograms to 
decorate the American League baseball 
pass containers given to the president, 
vice-president and their wives each year. 
These were presented to the Roosevelts 
and Garners at the opening game in 
Washington, April 16. 

q The annual conference of Hamilton 
watch distributors of Chicago and nearby 
cities was held at the Palmer House, 
April 10. The Lancaster office was rep- 
resented by W. Ross Atkinson, vice- 
president in charge of sales: Rudy Kant, 
sales manager, and Lowell F. Halligan, 
director of sales research. The Chicago 
representatives, Jack L. Keenan and J. 
Roy Philp were also in attendance. 

q Two new members were elected to 
membership in the Chicago Jewelers As- 
sociation at their luncheon at the Sher- 
man Hotel, April 18. The applications 
of the Hampden Watch Co., and J. Ar- 
thur Rogers, both of Chicago, were ap- 
proved. At the request of President 
Myron J. Kelly, Harry Radix introduced 
Marvin McCarthy and Herb Graffis, 
sports editors of the Chicago Daily 
Times, who regaled the 60 members pres- 
ent with interesting sports yarns. 

q Colosimo’s restaurant on So. Wabash 
Ave. was the scene of the annual ban- 
quet of the Chicago Credit Jewelers 
Association on the evening of April 21. 
More than 400 people were present to 
enjoy the dinner and elaborate enter- 
tainment. President Louis Litt, Litt 
Jewelry Co., presided at the brief busi- 
ness session and Harry Iglow, Wolf’s 
Jewelry Stores, was chairman of enter- 
tainment and arrangements. This was 
one of the most successful social affairs 
the association has ever given. 

q H. C. Van Pelt, president of F. H. 
Noble & Co., is another addition to the 
Chicago half century club and was en- 
titled to listing six years ago. Mr. Van 
Pelt, who was born in Meringo, III., 


| started his jewelry career in that city in 
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1884, clerking and fixing watches. He 
came to Chicdgo in 1889 and was asso- 
ciated with the Charles Purdy Co. until 
March, 1890, when he joined the F. H, 
Noble Co. in charge of the city sales 
office. In 1902 he was transferred to the 
factory at 535-559 W. 59th St. Upon the 
death of Mr. Noble in 1934, Mr. Van 
Pelt was elected president of the com- 
pany. For many years prior to that he 
was secretary. The occasion of his 50th 
anniversary with the company was made 
an event by his associates when he re- 
turned in March from a vacation trip 
to Florida. 

q On May 10, in Grant Park, the Chi- 
cago Jewelers Soft Ball League will in- 
augurate the 1940 season with eight 
teams in the field instead of 10 as in 
former years. International Silver Co., 
Swartz Co., and S. Buchsbaum & Co. 
have withdrawn representation and a 
team from F. H. Noble & Co. has been 
added. The contesting teams this year 
will represent Benj. Allen & Co., A. C. 
Becken Co., Emil Braude & Sons, The 
Ball Co., Joseph Hagn Co., F. H. Noble 
& Co., C. D. Peacock, Inc., and Swart- 
child & Co. Under a new rule adopted 
this year, teams which finished in 
third place or lower last year will be per- 
mitted to draft players in the trade not 
associated with the company the team 
represents. Each team will consist of 15 
players and a manager, and no changes 
in players will be permitted after July 1. 
W. Zimmerman, A. C. Becken Co., was 
elected to serve a fourth term as presi- 
dent. 


Kalamazoo Area Horos Elect 


Katamazoo, Micu.—Elections featured 
the first anniversary meeting of the Kala- 
mazoo and Battle Creek Watchmakers 
Guild April 2. The balloting resulted 
as follows: John Bacon, Battle Creek, 
president; Lemuel E. Boss, Kalamazoo, 
vice-president; Millard DeVries, Kala- 
mazoo, secretary; Robert Rawley, Battle 
Creek, treasurer; Hugh C. Finley and 
Ray Pixler, Kalamazoo, and Robert Mc- 
Coy, Sr., and L. E. Knee, Battle Creek, 
directors. 


SEATTLE, WasH.—Classes in gem cut- 
ting and polishing were launched last 
month by the Washington State Chamber 
of Mines, at 320 Madison St., this city. 








CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, IIl. 














Your JOBBER HAs 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 
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Two views of Oneida, Ltd.'s spa- 
cious, modern new showroom re- 
cently opened in Chicago. R. 
Sche!l Hulbert was host at the 
housewarming. 


Curicaco— One hundred fifty cus- 
tomers and guests attended the official 
opening in the form of an old-fashioned 
house-warming on April 22 of Oneida 
Ltd.'s Community Plate larger and 
beautifully modernized display room at 
10 S. Wabash Ave., according to R. 
Schell Hulbert, Chicago manager. M. E. 
Robertson, general manager, and Harley 
H. Noyes, director of sales, attended the 
opening from Oneida, N. Y. 

When one enters through the large 
glass door with solid bronze bars, he is 
immediately impressed with the spacious- 
ness and color harmony of the room. 
New modern wall cases, with two rows of 
drawers in the bases, for displaying both 
flatware and hollowware are on three 
sides of the room. The interior of the 
cases is veneered with prima vera or 
white mahogany, grown on the west 
coast of Central America. The exterior 
of the cases is covered with narra wood 
veneer, from the Malay Peninsula and 
Philippines. There is one wood shelf 
and one plate glass shelf. The doors 





ONEIDA OPENS NEW DISPLAY ROOM IN CHICAGO 


are of plate glass and slide. All cases 
are fitted with two rows of indirect 
fluorescent lights. The soft light from 
daylight bulbs brings out the natural 
beauty of silverware. 

The walls and concealed radiators are 
paneled with narra wood. The ceiling 
drop above the paneling and wall cases 
is painted a soft blue, and the ceiling 
off-white so as to give most light from 
the ceiling lights. These fixtures are 
reflector type, direct lighting with 90 
per cent of the light directly down and 
10 per cent through the glass cylinder 
top to give a little light on the ceiling. 
They are satin nickel plated with opal 
glass cylinders and opal glass bowls or 
lenses. 

Two columns are completely enclosed 
with mirrors. 

Blue drapes, a completely carpeted 
floor in carmel brown, and ivory up- 
holstered davenport and chairs blend in 
perfect harmony to offer a_ friendly, 
quiet, restful atmosphere. 





Watchmaking can't be in such a sorrowful state in Minnesota to judge by the happy 
expressions on the faces of the members of the Southwestern Minnesota Watchmakers Guild, 
at their monthly meeting on Sunday, April 7. Nevertheless this guild, one of the first in the 
state, planned a membership drive to get 100 per cent enrollment of watchmakers in its region 
in order that personal contacts may be made with all state senators and representatives before 
the 1941 session of the legislature in order ‘to secure passage of a watchmakers licensing bill. 


A dinner was enjoyed after the meeting. The guild next meets at Tracy, Minn., May 14 at 7 P. M. 


Shown above are, bottom row, left to right, Clem Hillig, Redwood Falls; Mr. and Mrs. 
Roberts, Slayton; F. A. Ohlsen, Marshall; R. Dahle, Tracy; second row, Matt Schlader, H. L. 
LeBeau, Pipestone; James Marcotte, Marshall; Severt Hanson, St. James; Carl Berger, Tracy; 
A. M. A. Hanson, Dawson; top row, William Hager, Hutchinson; O. A. Knudson, Redwood 


Falls; A. B. Peterson, Windom, president; Harry Rohilfs, Westbrook, and John Stigard, Pipestone. 
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GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 











HUB and DIE ENGRAVERS 
of CLASS RINGS, PINS, MEDALS, 
& CRESTS 
PORTRAIT AND FIGURE MODELING 
A SPECIALTY 


JEWELERS DIE SERVICE 
B. M. SKOGEN 
319 N. PULASKI RD., CHICAGO, ILL. 








29 E. Madison St. 


Which, Case Kgpaning 


OUR WORK COSTS NO MORE THAN 
RDINARY WORK 


DI 
BECKER-HECKMAN CO. 
CHICAGO, ILL. 











DIAMOND SETTING 
EXCLUSIVELY 


Distinctive and Outstanding Work by 
Expert Diamond Setters 


Prices upon request 


CHICAGO DIAMOND SETTERS 
5 So. Wabash Chicago, Ill. 








McRAE & SHAW 


168 N. Michigan Ave., Chicago, Ill. 


Radio and Display Advertising Specialists 
Originators and Producers of 

"THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 














‘WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 




















7J, $2.00 — 15J, $3.00 
18 size Htg. Elg., Wal. 
73, 75¢ — 153, $1.25 


S S.WABASH AVE. CHICAGOILL. : 
USED WATCH ® 
m 
=z 
o 
USED MOVEMENTS oS 
Good Condition 
0-Si Gorin, Walth 2 ond 
- fn, am 
73, $2.00 = 15J, $3.00 ix 
15 M8 is, S278 a 
7J, P — 15J, 4 
12 Size Open fue THE PRICE OF yz 
16 — “Open Face NEW MATERIALS 5S 
i>) 


Wheels, pinions, 
18 size O.F. Elg., Wal. | Pallet forks, etc. 
7J, $1.25 —15J. $1.75 for all watches. 
6 size Elg., Wal., Htg. Send sample of 
73, 75¢ — 153. $1.25 what you want! All 
83° $2.00 153, $2.50 | Svaranteed! Remit 
10% L. 6). 75¢ — only if satisfactory. 
153, $1.25 











er: 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 











Jewelry Repairing 
DIAMOND SETTING . ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
Telephones: AT.7848 - AT.4959. 








LANDAW BROS. 


Distributors 
Genuine Watch Materials 


and Jewelers’ Supplies 
ALSO JEWELRY BOXES AND WATCH CASES 
406 CLARK BLDG. PITTSBURGH, PA. 
Telephone: AT. 5379 




















GOLD and SILVER 


Scrap and Wastes 


PURCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


VERNON-BENSHOFF CO. 


933 Ridge Ave. Pittsburgh, Pa. 























Announcing Our New Location 


808 LIBERTY AVE. 


(Opposite Eighth Street) 


We will occupy the entire second 
floor of this modern building. 









































q Mr. and Mrs. S. H. De Roy are home 
from California. 

q Pugh Bros., of this city, recently 
opened a new store at Elwood City, Pa. 
q Paul Seibel of the Hamilton Watch 
Co., Lancaster, Pa., was here recently. 
q The store of D. W. Penny, Coraopolis, 
Pa., was damaged recently by fire and 
water. 

q Leon Miller, wholesale diamonds, Clark 
Bldg., recently married Miss Anne 
Singer of this city. 

q David Weis of David Weis & Co., and 
Mrs. Weis have returned from a brief 
vacation in Atlantic City. 

q Emanuel Grafner of Grafner Bros. 
reports good business from the road men 
who are out with new spring lines. 

q Representative Kelly of the Jewelers 
Board of ‘Trade, New York, visited 
Pittsburgh members of the organization 
recently. 

q Wm. L. Rose, former wholesale 
jeweler in the Clark Bldg., has joined the 
staff of Landay & Finn, wholesale jewel- 
ers, Clark Bldg. 

q Charles F. Hagan, Jr., has opened a 
new jewelry store at 4 S. Gallatin Ave., 
Uniontown, Pa., with show cases and 
fixtures by C. Proessler & Son. 

q Braun jewelry store, Braddock, Pa., 
has been completely remodeled, with a 
new Carrara glass front by Pittsburgh 
Plate Glass Co. and new fixtures by C. 
Proessler & Son. 

q Sam E. Hall and John C. Keppie of 
Hall Bros. & Co. left recently for San 
Francisco where they will visit the fac- 
tory of the Granat Mfg. Co., for which 
Hall Bros. & Co. are distributors. 

q The Hardy & Hayes Co., Wood St., 
have recently attracted large crowds to 
their windows by outstanding displays. 
One was a miniature diamond mine, an- 
other a magnificent Hamilton watch dis- 
olay. ; 

q The Pittsburgh Jewelry Bowling 
League was scheduled to wind up the 
season May 2 with a banquet at the 
Hotel Henry. Arthur Volmrich, of 
Rockney & Volmrich, manufacturing 
jewelers, is president. 

4q Harry H. Silverman, vice-president of 
the Samuel Weinhaus Co., celebrated his 
60th birthday April 7 at a large party 
at his home, 5923 Phillips Ave., Squirrel 
Hill. Among the 150 guests were 30 em- 
ployees of the Samuel Weinhaus Co. 

q Mrs. and Mrs. Gus Bastheim have re- 
turned from Miami Beach. Later, Mr. 
Bastheim left for New York, accom- 
panied by Louis Silberman, manager of 
the Liberty Ave. store of the Henry 
Wilkins Co., of which Mr. Bastheim is 
president. 





Improved Facilities mean Improved Service. 





THE SAMUEL WEINHAUS COMPANY 


Wholesale Jewelers 


808 LIBERTY AVE. 


PITTSBURGH, PA. 
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<« The Pittsburgh office of the Ollendorf 
Watch Company, Inc., Clark Bldg., has 
been discontinued and hereafter all busi- 
ness in this territory will be transacted 
through New York headquarters at 20 
W. 47th St. William S. Bickart, Pitts- 
burgh district manager, has not an- 
nounced his plans. 

q The Samuel Weinhaus Co. is now com- 
fortably located in the second floor of 
the Arbuckle Bldg., 808 Liberty Ave. 
where the firm has 7,200 square feet of 
floor space, all on one floor, as well as 
basement storage. The firm is believed 
to have the largest wholesale jewelry 
quarters between New York and Chi- 
cago. 

qM. A. Mead & Co. are now com- 
fortably installed in their new and lux- 
urious quarters, 603 Clark Bldg. They 
are distributors for Elgin, Hamilton and 
Waltham watches. Herman Auerbach 
is the Pittsburgh district manager for 
the company whose headquarters are in 
Chicago. They also operate branches in 
Detroit and Milwaukee. 

q Pittsburgh and the tri-state territory 
were well represented in Florida during 
the past season. Among members of the 
jewelry colony to return recently were: 
Mr. and Mrs. Milo R. Williams, Butler, 
Pa.; Mr. and Mrs. Harry Wright, 
Greensburg; Don Wendell and family, 
Lancaster, O.; Mr. and Mrs. Carl Haff- 
ner, Alliance, O., and Mr. and Mrs. 
James T. Haynes, Sr. 

q Mrs. Sara Ripper, wife of Ray Ripper, 
buyer for Wm. J. Kappell Co. and 
other Kappel interests, died recently at 
her home in this city after a lingering 
illness. Burial was made in the AI- 
legheny County Memorial Park. Among 
the many out-of-town members of the 
jewelry trade present at the services 
were Maurice Rivken, Elgin Watch Co.; 
Samuel P. Epstein, vice-president of the 
Bulova Watch Co.; Max Epstein, Mon- 
arch Watch Co.; Nat Newman, S. K. 
& W.; Harold Busch and William Van 
Busch, all of New York; and Andrew 
Roe, Elgin Watch Co., Chicago. 





Bowls 647 in Three Frames 


Lancaster, Pa.-—A bowling score was 
made by Miss Lena McConnell, recently, 
that is considered sensational in bowling 
circles. Miss McConnell, who is em- 


Lena McConnell, 
kegler champ of 
Hamilton Watch 
Co.'s all-girl league. 





ployed in the production office of the 
Hamilton Watch Co., is captain of the 
“Bridges” team in the league of eight 
teams consisting of 48 girls employed in 
the Hamilton Watch factory. Her score 
totaled 647 in three frames in a match at 
the I. O. O. F. hall. 
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OBITUARIES 


Frepertck L. Avsion, 63, Niagara 
Falls, N. Y. jeweler, died March 30. 

Jacos J. Bacu, Sr., 58, in the Memphis, 
Tenn., jewelry trade for 40 years, died 
March 28. Recently he was with Perel & 
Lowenstein. 

Cuartes BICKELMANN, 52, Schenec- 
tady, N. Y., jeweler, died recently after 
an illness of several months. 


James J. Burke, 67, head of the St. 
Louis, Mo., wholesale jewelry firm bear- 
ing his name, died in a Hot Springs, 
Ark., hotel, April 14, of a cerebral hem- 
orrhage. He had arrived there only a 
short time before to spend his annual 
spring vacation. Born in Manchester, 
England, Mr. Burke came to the United 
States at the age of six months. He 
learned the jewelry trade in St. Louis 
and in 1902 he opened his own firm, 
later expanding it into a general whole- 
sale business. The firm’s operations 
reached through Missouri, Arkansas, IIli- 
nois, Iowa and Kansas. In recent years, 
Mr. Burke’s big outside interest was 
golf. In his youth, he backed several St. 
Louis bowling and baseball teams and 
was a bowler himself. He was interested 
in baseball. Surviving are his widow, 
Mrs. Alvina Burke, and two daughters. 

Henry Castre.sere, 81, pioneer install- 
ment jewelry merchant of Baltimore, 
Md., died March 29, at Johns Hopkins 
Hospital, where he had been a patient 
for six months. He conducted a business 
at Eutaw and Lexington Sts., Baltimore, 
for more than 50 years until 1930 when 
he sold it to S. & N. Katz, and lived in 
retirement in Atlantic City. 

Lovis De Fro, 61, retailer and special 
order jewelry maker of 33 Asylum St., 
Hartford, Conn., for 30 years, died sud- 
denly April 11. Born in Naples, he came 
to this country 40 years ago. 

Epwarp J. Dister, 79, who operated a 
jewelry business at 2700 Lorain Ave., 
Cleveland, from 1884 until the day of his 
death, died March 21. He was probably 
the city’s oldest jeweler. 

Oscar Grant Feuon, representative of 
the J. M. Fisher Co., Attleboro, in New 
York City and vicinity for 38 years, died 
of pneumonia March 29. 

WirturaM J. Frirz, 74, Port Townsend, 
Wash., jeweler, recently suffered a fatal 
heart attack while playing cards. 

Watter E. Graves, 85, founder in 1888 
of the jewelry firm of A. Graves Co., 
Memphis, Tenn., now A. Graves & 
Steuwer Co., died March 29, of pneu- 
monia. Mr. Graves sold his interest in 
the jewelry firm 14 years ago and de- 
voted his time to real estate. 

Joun E. Green, 59, representative of 
1847 Rogers Bros. in the northwest, died 
in Minneapolis, April 11, after an opera- 
tion. He had a host of friends in the 
trade and had been with the Inter- 
national Silver Co. since 1919. 

Roswett H. Hovenron, 61, manager of 
the silverware department of A. Stowell 
Co., Boston, died of heart attack in the 
store April 2. He was with the firm 
35 years. 

R. Grmwerre Incranam, 78, who 
founded the firm of Ingraham & Torrey, 
in Menomonie, Wis., in 1885, died March 
21, after a prolonged illness. He retired 
from the jewelry business about 1926 
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after which the store has been continued 
by a brother-in-law, F. A. Torrey. 


Ss ARERR NRE IRE 
ARE A BIG HIT IN 


JEWELRY STORE GIFT DEPARTMENTS 


Herman Ktar, 56, co-owner of Klar 


& Winterman, Dallas, Tex., jewelers, died 
April 4. Mr. Klar was in the jewelry 
and loan business in Dallas for 36 years 
and had interests in seven southwestern 
jewelry firms. 

Joseru A. Knapp, 73, who founded a 
Belleville, Ill., jewelry store with his 
brother in 1891, died April 1. 

Wittiam A. Lams, 62, Quincy, Mass., 
jeweler, died March 18. He was a sales- 
man for a manufacturing jewelry con- 
cern until 16 years ago when he opened 
his store. 

Herman Lance, 96, founder of the 
firm of Lange the Jeweler, which has 
been located at 435 Vine St., Cincinnati, 
for 50 years, died in St. Petersburg, Fla., 
after a brief illness. He had retired at 
65 and left the business to his son, 
Morris, who continues it. 

Witiram Henry Lesu, 86, pioneer in- 
stallment jeweler of Portland, Ore., died 


April 12. 
Rosert W. MacLean, 56, formerly in 
the jewelry business in Marblehead, 


Mass., died recently in New York. 


Aveust E. Manecxe, 66, retired Mer- 
rill, Wis., jeweler, died March 21. 


Max Manvs, 75, father-in-law of Law- 


rence Holzman and for the past several | 
years connected with Holzman’s, Inc., | 


Atlanta, Ga., died recently. Previously 
he had been in business in Dallas, Tex. 

Witiam P. Oris, 66, vice-president of 
Harvey & Otis, manufacturing jewelers 
of Providence, R. I., died April 4, after 
a long illness. He was a 32nd degree 
Mason. 

Minor Pancetrt, 89, retired Texarkana, 
Ark., jeweler, died March 30. 

Martin Peterson, 70, retired jeweler 
of Lincoln, Neb., died April 8, at Ingle- 
wood, Cal. 

Eimer D. Prerce, 52, Milton, Pa., 
jeweler, died April 9 from peritonitis 
following an appendectomy. 

Witrram W. Prarzer, 65, former Mil- 
waukee jeweler, died suddenly March 31, 
in Miami, Fla. A brother, Thomas, oper- 
ates the jewelry store on Milwaukee’s 
south side, formerly conducted by the 
deceased. 

Enear Aten Por, 81, retired jeweler 
of Wichita, Kan., died March 26, after a 
long illness. 








Josepu A. Reep, 79, of J. R. Reed & | 


Co., Pittsburgh jewelers, died March 21. 
Mr. Reed was the second treasurer of 
the Board of American Missions of the 
United Presbyterian Church of America, 
having succeeded his father in the post. 

Joun H. SHErwoopn, 56, former Macon, 
Ga., jeweler for most of his business 
career, died suddenly April 6, in Spring- 


field, Ill., where he was employed as a | 


diamond setter by J. Ralph Tobin. 

Cuartes A. Stiri, 80, for 52 years 
associated with the retail jewelry trade 
in Beloit, Wis., until his retirement in 
1929, died March 27. 

James H. Winn, 74, a jewelry crafts- 
man who operated a studio in the Fine 
Arts Building, Chicago, for 50 years, 
died in March, in California, where he 
had resided for the last 11 years. 
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MODERN 
ROAST 
TONGS 





Attractive Display Stand 
FREE. Blue mirror back 
to highlight chromium. 


THE “Karvit” Roast Tongs are 
sensational sellers in jewelry store 
gift and silverware departments. 
“Karvit” sells the year around be- 
cause it is an ideal Wedding, An- 
niversary or Holiday gift. Every 
modern homemaker can use one... 
and will appreciate receiving it. 
Made of highly-polished Chrom- 
ium. 





Chrome finish $12.00 per dozen. 
Retail $1.75 each. 


Karvit in Quadruple Silver Plate 
.00 per dozen.” 
Retail $3.50 net. 


Advertised in Good Housekeeping and 
Ladies’ Home Journal. 


Territory open for Good Live Salesmen 


KARVIT DIVISION 


QUEEN CITY BUCKLE 


MFG. CO. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 






























































































DIAMOND-CUTTING 


expert work... fast service 


2 carat $ 9.00 per carat 
carat . 10.00 per carat 

or: Mare hd 11.00 per carat 

, carat 12.00 per carat 
ror: Tar: Ba ; 14.00 per carat 
carat 16.00 per carat 
carat 18.00 per carat 
arat 26.00 per carat 


LITWIN & SONS 


114 West 6th Street, Cincinnati, Ohio 








KLEIN BROS. 


—As Usual—Are Presenting the most 

attractive lines, specializing in: 

DIAMOND RINGS—Of only one quality—THE 
BEST—combined with the 
most outstanding mountings. 

JEWELRY—An exceptionally large line of gold and 

fine gold-filled jewelry. 

COSTUME JEWELRY—Latest styles and newest 
items that will attract your 
customers 

“KENWOOD WATCHES’’—Combine popular prices 

— accuracy and 
style. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 











FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 


ELGIN—*HAMILTON 


* ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 








Greenwold Grift Co. 


The House of Quality and Service 
8 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


ELGINS @ HAMILTONS (Zon 








MISS VANITY 
STREAMLINED DIAMOND RINGS 


For the June Bride. Most attractive. Mod- 
erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years 











Diamond Mountings 
and Wedding Rings 


Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohio 


Workers in precious metals. 











| on hand included: 





q John E. Gerwe, president of the 
Gerwe-Frohman Co., is on a six-weeks’ 
trip through the southwest. 

q Announcement has been made of the 
engagement of Miss Edna Duenhoft to 
Karl Mouch, jeweler at 7202 Vine St., 
Carthage. 

q An extension has been made in the 
lease held by Schumer Bros. Co., manu- 
facturing jewelers, for the entire seventh 
floor of the Walsh building at 5 E. 3rd 
St. The firm has been a tenant in the 
place for 20 years. 

q Arthur Hirshfield is back from a two- 
weeks’ stay at Natchez, Miss., where he 
visited his daughter. He took an early 
holiday from his duties as secretary of 
the Cincinnati Wholesale Jewelers & 
Manufacturers Association and as office 
manager of D. Jacobs Sons Co. 

q The jewelry industry was well repre- 
sented at the opening day of the base- 
ball season between the Reds and Cubs 
at Crosley Field. Members of the craft 
Robert L. Hummel. 
Edward Herschede, Louis Hummel, Jr., 
George Hook, George Kleier, Joseph G. 
Dilger, John Kramer, Elmer Herzog and 
Henry Von Unruh, regional vice-presi- 
dent of ANRJA. 

q Fifty years with one concern will be 
observed this year by Joseph G. Dilger, 
an associate of Motch, the Jeweler, es- 
tablished at Pike St. and Madison Ave., 
Covington, Ky., in 1857. Dilger joined 
the firm in September 1890, and, during 


| his connection with the concern, has wit- 


nessed two generations in charge of the 
business. A celebration will recognize his 
long years of service. 

q.A trip to Florida was one of the re- 


| wards proffered Julius D. Jacobs, Jr., 


| for winning election to 





Beta Gamma 
Sigma at the University of Cincinnati. 
Jacobs, who is a son of Julius D. Jacobs, 
president of D. Jacobs Sons Co., excelled 
in his commercial studies and received 
a key for his excellent scholarship. His 
mother and father accompanied him on 
the trip to the South. 

q Luncheon at the Netherland Plaza 
Hotel was tendered Charles T. Evans, 
secretary of ANRJA, by a delegation of 
Cincinnati jewelers recently. Evans was 
enroute to New York, from Oklahoma 
City. He spent a few hours here with 
Henry Von Unruh, ANRJA vice-presi- 
dent; Edward Spitznagel of Geo. H. 
Newstedt Co.; Algernon Chapman of 
Loring Andrews Co.; Edward Herschede, 
Albert Kampf, and Clifford D. Simper. 
Von Unruh left Cincinnati the next. day 
to attend the Michigan convention at 
Grand Rapids, Mich. 


Sen. Themes Predicts Passage 
Of Ohio Watchmakers' Law, 
At Dayton Convention 


Dayton, O.—With the largest atten- 
dance in history—126 registered delegates 
—the Ohio Watchmakers Association 
passed two resolutions, elected officers 
and heard praise of their efforts to en- 
act a licensing law in the state of Ohio, 
during a convention here April 7. 

State Senator Don R. Thomas of Day- 


| ton not only complimented the watch- 


makers in their endeavor to place a 
licensing statute on the Buckeye scroll 
but expressed the belief that this protec- 
tive legislation would be passed at the 
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1941 regular session of the Legislature, 

The original bill, presented by Ohio 
watchmakers a year ago, passed the 
upper branch of the legislature and was 
in committee in the House of Represen. 
tatives at adjournment. 

Leslie W. Heimberger, Columbus, was 
reelected president. Walter Raab, Day- 
ton, was named _ vice-president while 
Claude P. Neff, Akron, succeeded Frank 
Foegler of Cincinnati as secretary-trea- 
surer. On the board of directors, W. P, 
Wisden, Springfield, took the place of 
FE. G. Schirner, Toledo, and Anthony 
Naber replaced Joseph A. Besse, both 
of Cincinnati. 

Harry Flotemersch, Cincinnati, will be 
chairman of the Ohio delegation attend- 
| ing the meeting of the United Horologi- 
| cal Association of America at Cleveland, 
| May 5, 6, 7, with M. C. Rife, Dayton; 
| Joseph Fisher, Springfield; Albert Fries, 
| 
| 





Toledo, and M. Walker, Akron. 

One resolution calls for a_ standard 
set of by-laws for all Guilds in Ohio. 
The other asks a minimum standard for 
a watch in that it should have not less 
than nine jewels, the escape wheel and 
| pallet to be made of steel, the balance 
| jewels to be olive-shaped and the dimen- 

sions to be stamped on the main spring 
| barrel. 


Gruen Has Biggest Year 
Crincinnati—According to a statement 
by Benjamin S. Katz, president of Gruen 
Watch Co., the company’s sales for the 
| fiscal year ending March 31, 1940, were 

the greatest in the history of the com- 
pany, both in number of units and dollar 
volume. The annual report on operations 
is expected to be made public the latter 
part of next month. 


CLEVELAND, O.—Members of the North- 
ern Ohio Guild, A.G.S., as guests of the 
Cleveland Mineralogical Society, recently 
heard a lecture by Rev. Fr. Joliet, na- 
tionally-known seismologist of John Car- 
roll University, who spoke on the subject 
of earthquakes. Fr. Joliet showed slides 
of the seismograph, earthquake charts 
and pictures of the effects of quakes. 


| 
| 
| Earthquakes! 
| 
| 





q Wholesale jewelry sales in the Phila- 
delphia Federal Reserve district _ in- 
creased 20 per cent for the first two 
months of 1940 over the first two months 
of 1939, the bank reported in April. 








SCHIRA BROS. 
PLATINUM 
DIAMOND MOUNTINGS 
PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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Mr. and Mrs. Edward Cotter, retail 
jewelers of Lowell, returned April 1 af- 
ter a six-week stay at Palm Beach. 

q Harry M. Ingraham, jeweler of Bata- 
via, N. Y., spent several days here look- 
ing over wholesalers’ lines last month. 
‘ Ralph Silman, associated with Wood- 
bury & McLeod, retail jewelers of 
Haverhill, returned April 1 after winter- 
ing in St. Petersburg. 
q Mrs. Elizabeth Kirby has sold the 
Kirby material business, 387 Washing- 
ton St., to Henry Solomon, a specialist 
in jewelers’ supplies and materials. 

E. W. Kirby, manufacturing jeweler 
of 373 Washington St., and A. S. Hirsh- 
burg made a combined business and va- 
cation trip to Washington, D. C., early 
last month. 

q Arthur S. Kelley, treasurer of Nor- 
ling & Bloom, Inc., 387 Washington St., 
returned April 1 from St. Petersburg, 
Fla., where he and Mrs. Kelley were 
vacationing. 

q Ernest F. Welch, retail jeweler of 
Westboro, Mass., for the past 30 vears, 
has sold his business to Ray Bullen, of 
Baltimore, Md., formerly of Westboro. 
Mr. Bullen will continue at the same lo- 
cation, Main and South St. 

q The display room of Norling & Bloom 
Co., 387 Washington St., early last month 
attracted flower lovers of the jewelry 
trade. Twenty-one handsome flowers 
adorned a three foot orchid, whence it 
came and to whom being a trade secret. 
q Pauline Freeman, retiring after 28 
years, has sold her business at 387 Wash- 
ington St. to L. S. Glidden & Co., of the 
same location. Mr. Glidden has been as- 
sociated with the wholesale trade for 
some years, starting on his own two 
years ago. 

q Bert Briggs, watchmaker associated 
with E. H. Saxton Co., 387 Washington 
St., has returned to business after an 
accident. En route to his home in New- 
ton, he was struck by an auto, hurled 25 
feet, knocked unconscious and severely 
shaken up. 

q Shreve, Crump & Low Co., jewelers at 
Arlington and Boylston Sts., held a pri- 
vate showing of 1940 jewelry April 18. 





BOSTON 








AThe House of Peri 
|- ALBERTS 


SONS, INC. 





me 





Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 





Special Values in 


; DIAMONDS | 


a at all times , 


I. ALBERTS SONS, Inc. 


wr 

















aie WASHINGTON ST., BOSTON 4 
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June Hamilton Rhodes, New York fash- 


ion expert, was the guest speaker. B. D. 
Shreve, president, and Richard S. Shreve 
were hosts. 


The same retail jewelers have enlarged | 


their display of fine china. 

q Boston Jewelers Bowling League will 
hold their annual banquet and distribu- 
tion of prizes at the Kenmore Hotel, 
May 4. Thomas Long Co.’s team broke 
all former league records, for a single 
string, with a total of 599. Official stand- 
ing in the trade gains no preference in 
the bowling league; to be among the 


prize winners, it’s the pins that fall that | 


count. Backers of the league are num- 


bered among the ardent fans of greater | 


Boston. Over 200 were at last year’s 
dinner. President George Fletcher pre- 
dicts a record-breaking attendance for 
this year’s dinner and entertainment. 

q Boston Jewelers Club will hold its 
mid-season frolic at the New Ocean 
House, Swampscott, Mass., June 19. The 
officers and directors, gratified by the 
enthusiastic comments of members and 
guests attending last year’s outing, are 
planning a number of unique features 
for sports and entertainment. Ed. Cot- 
ter and his followers maintain golf is 
the game. Vincent Chapman and Herb 
Wood, who staged a _ pitchers’ duel 
in last year’s game of soft ball, have 
studied the movies taken of their teams 
in action and announce that this year’s 
players will be checked for weight, 
height, sight, running and walking speed 


and general knowledge of the game, to- | 
gether with ability to hit and catch the | 


ball. 
"Specials" Are Announced 
For New Hampshire Convention 


PortsmoutH, N. H.—“There will be 
special speakers; special entertainment, 
special everything,” says Addie Fisk 
Goodell, Epping, N. H., secretary of the 


New Hampshire R.J.A., in announcing | 


the 25th annual convention of the asso- 
ciation, June 25 and 26, at Wentworth- 
by-the-Sea, near here. 

The association was organized in 1915 
by Charles T. Evans, secretary of 
ANRJA, and Henry R. Arnold, of Bos- 
ton, and has been functioning ever since 
in the interests of the jewelers of the 
state. Frank F. Stearns, of Keene, served 
the first four years as president. 


Springfield Horos Install Officers 


SPRINGFIELD, Mass.— Fifty members 
and friends of Hampden County Horo- 
logical Guild attended a dinner meeting 
and installation April 9. 

The installing officer, State President 
Henry Desjardins, inducted: President, 
Alfred J. Frappier; vice-president, Ells- 
worth B. Richardson; treasurer, G. L. 
Grimes; secretary, Lester N. Knowlton; 
executive committee, I. Deering of 
Northampton, George Tatro of Holyoke, 
Perley B. Richardson and Edward M. 
Russell of Springfield and Richard Heis- 
field of Holyoke. 

Col. W. H. Bright, state secretary, 
spoke of the coming national and state 
conventions. 
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“Only A Thimbleful’’ 


114 Oz. Jigger 
or Cigarette Cup 





Heavy Sterling Silver 
Gold Lined 
$5.00 Retailer 


CHAS. THOMAE & SON Inc. 
ATTLEBORO, MASS. 


STERLING NOVELTIES, CIGARETTE CASES 
ST. CHRISTOPHER MEDALS 
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Korot Goldo ter ng 
and STERLING SILVER 
REAL STONE JEWELRY 


direct to retailers 


W. E. RICHARDS co. 


ATTLEBORO, MASS 





MASSACHUSETTS 


SCHOOL OF OPTOMETRY 





Four-Year Day Course 
For further information address: 
Administrative Office 


1112 BOYLSTON STREET 


Boston, Massachusetts 
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ARISTOCRATIC 
STERLING 
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Where to Buy 
IMPORTED 
China and Glass 












EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 








GIBSON & SONS TEAPOTS 








SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 


W. E. LINDEMANN 


GLASS 





CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 
THEODORE HAVILAND 


CHINA DINNERWARE 
Made in Made in 
America ALSO France 
GENUINE FRENCH QUIMPER POTTERY 

Prompt shipments from local stocks 


THEODORE HAVILAND @ CO., Ine. 
26 W. 28rd St. New York 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


ROYAL DOULTON 
English Bone China and Earthenware 


THOS. WEBB & SONS 
Wand made English Crystal 
IRISH BELLEEK 
The original production 


WH. &. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 


FINE ar CHINA 
Rowe Kooba, 


Famous the World Over 
Available from New York Stocks 


ROSENTHAL CHINA CORP., 149 Sth Ave., New York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Ce. 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 












































In the Field of Advertising 
and Trade Promotion 





‘“Watchmaster Messenger” is the name 
of the new house organ of American 
Time Products, Inc,, 580 Fifth Ave., New 
York. A miniature tabloid, the publica- 
tion focuses on present users of the 
Watchmaster watch rate recorder, to help 
them increase patronage and use the ma- 
chine to greatest advantage and profit. 
The first number features correction of 
dynamic poise in watches, Mailed free to 
jewelers on request. 

. e e 


To interest women customers and 
stimulate their desire for costume jewel- 
ry, Barbara Bates, of C. J. Bates & Son, 
on May 1 introduced a coordinated ac- 
cessory, called “Twin Finger Jewels.” 
The offer consists of a sterling silver ring 
set with a large cabochon and a jewel- 
like polish for fingernails that sets off 
the ring. 

* s s 

A folder which pictures, describes and 
prices its popularly priced line of stop- 
watches has just been issued by _ the 
Brenet Watch Co., 266 W. 40th St., New 
York. The stopwatches, designed for 
various purposes, are priced from $8 to 
$46, list. 

* e * 

Promotions with which jewelers can tie 
in have been announced by Bulova Watch 
Co. for Mother’s Day and Graduation. 
For a week before Mother’s Day, Bulova 
will feature that event in its radio an- 
nouncements, and will supply retailers 
with newspaper mats in Mother’s Day 
theme. For Graduation, special ads will 
run in the national magazines and in 
radio announcements. Bulova is also fur- 
nishing dealers an interesting clock con- 
test with Graduation appeal. A new cam- 
paign in nurses’ magazines features sweep- 
second hand watches, and ad mats for the 
retailer on this theme are likewise avail- 
able. A series of ads on the Westfield 
line in four colors will appear in weekly 
magazines starting May 6. Here, too, 
Bulova offers dealers tie-in ad mats, 
mailing pieces, etc. The new spring and 
Summer edition of the Bulova “Gold 
Book” is now on its way to distributors. 
This edition shows new Bulova watches 
and manufacturing processes. 

* *” * 


Elgin National Watch Co.’s graduation- 
time advertisements will consist of full- 
color, full-page displays in Life, May 20; 
Saturday Evening Post and Liberty, May 
25, and Collier’s and Ladies’ Home Jour- 
nal, June 1, portraying the entire selec- 
tion of Elgin’s new and standard time- 
pieces for youths. The Elgin company 
has also worked out a dealer help plan, 
consisting of consumer promotional ma- 
terial and store displays. 

” s * 


The Gorham Co. last month announced 
an allowance of 7% per cent on net 
silverplated flatware purchases upon sub- 
mission of proofs of advertisements run 
in local newspapers or for time on radio 
broadcasting stations, between Feb. 1, 
1940, and Jan. 31, 1941. The advertise- 
ments must show the Gorham name, 
feature Gorham plated ware exclusively, 
and quote prices in accord with the Gor- 
ham Co.’s currently prevailing consumer 
price list. 

* * & 

In tabloid newspaper form, details of 
Gruen’s Spring and Graduation advertis- 
ing and dealer helps were presented to 
jewelers last month. Again this year ads, 
totalling more than 10,750,000 messages, 
feature the Gruen theme, “Gifts From 
Your Jeweler Are Gifts At Their Best.” 
Pictures on the front page reproduce il- 
lustrations from Gruen’s Spring magazine 
ads. The rest of the paper shows various 
dealer help materials and special promo- 
tions, including an array of newspaper ad 
mats, Gruen signs and displays, and sam- 
ples and information about direct mail 
folders and postals. 

* * * 

Harvel Watch Co., Reckefeller Center, 
New York, is currently advertising its 
line of watches in Collier’s, Life, Satur- 
day Evening Post and Photoplay. 

t * ? 

The Toastmaster Products Division of 
the McGraw Electric Co. has just re- 
leased a 15-minute sound-slide film en- 
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titled “Smoother Sale-ing” to its sales 
representatives. This film, to be shown 
to the retail sales people of electrica) 
appliance departments, picturizes worth. 
while selling ideas and demonstrates the 
value of their application. 

* * * 


For the wedding season, 1847 Rogers 
Bros. presents three special bride’s ser. 
vices, in wedding gift chests. A triple. 
shelf metal display rack is given with 
the purchase of one each of the three 
special services, for ‘‘wedding atmosphere” 
display between two counters on which 
other gifts for the bride are arranged 
or in an aisle, or before the door at night’ 
Other selling aids include bride’s bouquet 
price cards and display cards and a new 
bride mannequin. The chests will be 
featured on Silver Theater programs and 
in Life advertising through May and 
June. 

~ * 7 

Spearhead of Community Plate’s spring 
offensive is a new, mahogany-finished 
chest-with-drawer, offered for the first 
time by Community with a 53-piece ser. 
vice for eight people. The new chest wil] 
be announced to the public in a four. 
color, full-page advertisement in the Sat- 
urday Evening Post of May 18, and is 
supported by special display cards, price 


tickets, newspaper mats and _ supple- 
mentary selling aids for the trade. 
* * . 


Ronson last month announced a steady, 
year-round advertising campaign for 
1940, in Life, supplemented at intervals 
by such magazines as Esquire, Harper’s 
Bazaar and The Bride’s Magazine. 


Schick Dry Shaver, Inc., Stamford, 
Conn., offers broadsides, sales presenta- 
tions, counter cards, window stickers 
and co-operative ads as dealer tie-ins 
with its trade-in offer, running May 1 
to June 15, The campaign will use 65 
newspapers, The Saturday Evening Post 
and Life, and announce that any razor 
has a value of $2.75 when traded-in on a 
new Schick Captain, which regularly sells 
for $12.50. Schick absorbs the allowance. 

s . + 


S. J. Surnamer Co., 370 7th Ave., New 
York, has just prepared a catalog for 
jewelers to distribute to their customers. 
Featuring diamond and stone rings, bridal 
pairs, nationally advertised and _ low- 
priced watches, silverplate, electrical ap- 
pliances and gifts, the booklet is avail- 
able in one or two colors, at one to two 
and a half cents each, depending on quan- 
1 e 
. ty + a + 

Weksler & Goodman, 5 S. Wabash Ave., 
Chicago, distributors for Alton watches, 
have just issued an attractive catalog 
showing nearly 50 new models of this 
watch. Many other lines of watches and 
cases are also illustrated, as is a line of 
new diamond rings, wedding rings_ and 
combination engagement and wedding 
ring sets, which for the first time have 





been incorporated in their catalog. 
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Paul Roell is now representing A. 
Sauer & Co., Cincinnati, manufacturers 
of Split-Proof tubular and flat straps 
with Kon-Ite buckles and keepers and 
wholesalers of jewelry, throughout the 
Northeast, except New York City, where 
A. Sauer & Co.’s metropolitan represen- 
tative has quarters at 724 Fifth Ave. Mr. 
Roell is traveling from the Cincinnati 


office. 

q J. D. Petty has been appointed Atlan- 
ta city salesman for Swartchild & Co., 
materials and supplies. 

Barney Moore has returned to Swart- 
child & Co.’s Atlanta office, as represen- 
tative covering the states of Georgia and 
Florida. Mr. Moore traveled the terri- 
tory for Swartchild some years ago and 
is well-known to the retail jewelry trade 
throughout the section. 


q Dick Arnold, a popular member of the 
city sales staff of D. C. Percival Co., 
Inc., Boston, wholesalers, joined the ben- 
edicts April 5. Friends in the trade, co- 
operating with former schoolmates of the 
bride and groom, gave the newlyweds a 
honeymoon sendoff. 


q Elmer Anderson, of Harris & Law- 
ton, Inc., wholesale diamond house at 373 
Washington St., Boston, back from a 
swing through the New England states, 
reports jewelers optimistic. 


q Sometime ask Henry Sengelman of 
Bulova to tell you his opinion of snow 
and blizzards! His territory covers Up- 
per New York State, which was buried 
all winter in a thick, treacherous white 
blanket that caused him plenty of grief, 
and has given him a perennial topic of 
conversation. Lew Kane, who covers 
parts of New England for Bulova, is one 
of the trade’s most enthusiastic fisher- 
men, and has already started to talk 
about the big ones he’s going to catch 
bp year. “No sharks, either,” adds 
Ww. 


q George J. Fischer of Brumer-Fischer 
in Clinton, Ia., who represented H. Fred 
Hirsch Co., Jersey City, for many years 
in the Middle West and Far West, now 
represents Maison Behar, Inc., hand 
wrought stone jewelry, New York, and 
Leonard H. Moss, hand wrought sterling 
—* Woodmere, Long Island, New 
ork. 


q E. S. Paige, of M. S. Paige Co., Boston, 
wholesale jewelers, returned from a com- 
bined business and pleasure trip during 
which he toured Texas and the Southwest. 


q William R. Kirsh has been appointed 
salesman in the Eastern territory for 
Bardach & Gran, ring manufacturers, of 
Indianapolis. 


q Irvin Hammen, of J. Engel & Co., Inc., 
Baltimore wholesalers, visited the New 
York market early in April to make se- 
lections for the Engel gift and holiday 
line. 

q Sam Newman, New York, diamond im- 
porter, attended one of the Town Crier 
sessions in Cincinnati. Other road men 
appearing in the Queen City lately were: 
Louis Page, Howard Seback, Ted Alli- 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 


son, Jack Wolf, Arthur Fries, Ralph 
Lewis, Max Moser and Jacob Davis of 
Barnett & Davis of Pittsburgh. 


q Melvin Hesse of the Greenwold-Grift 
Co., Cincinnati, made his long spring 
trip and then decided to travel some 
more by journeying to Miami Beach, 
Fla., for an early vacation. 


q Driving an automobile 900 miles while 
suffering under an exhausting fever of 
102 degrees was an experience of Gus 
Kuhnhein, one of the road representa- 
tives of D. Jacobs Sons Co., Cincinnati. 
Kuhnhein was seized with an attack of 
the “flu” while on his spring tour and 
fought it off long enough to reach his 
home in the Queen City. He spent sev- 
eral days in bed and has since made a 
complete recovery. 

q J. Jack Sacks, who represents Simson 


Bros. Refining Corp. of Newark, N. J., 
manufacturers of ring findings, is now 


on an extended trip through the Midwest: 


and South. 


q W. R. Atkinson, newly-elected vice- 
president in charge of Hamilton Watch 
Co. sales, aided by his sales organiza- 
tion, last month made his sixth annual 
swing around the country since Hamil- 
ton inaugurated its plan of zone distribu- 
tion. The meetings held in Boston, New 
York, Philadelphia, Cincinnati, Chicago, 
Kansas City, Seattle and Los Angeles 
were attended by Hamilton distributors 
from those sections. The new models, 
new merchandising plans and a stepped- 
up advertising program were features 
of the discussions at the meetings at 
which the sales results of last year were 
reviewed and plans made for stimulating 
business to make 1940 a banner year. 
Mr. Atkinson reported a healthy increase 
in Hamilton sales for the first quarter. 


q Two social affairs of more than mere 
luncheon meetings marked the return of 
members of the Town Criers organiza- 
tion in Cincinnati. Special meetings 
marked by a pliable, flexible and rather 
liquid flow of amber fluid were observed 
at one of the meeting spots of the road 
group as parties were held on both April 
5 and 12. It was announced that the com- 
bined summer outing of the wholesale 
jewelers and Criers would be held at the 
Ryland country club, Tuesday, June 11. 
The Criers and wholesale group have 
sent out invitations to retail jewelers in 
Ohio, Kentucky, Indiana and West Vir- 
ginia for the affair in the hope that at 
least 100 of them will accept. L. R. Ols- 
son, president of the Town Criers, an- 
nounced through J. Charles Hummel, 
secretary, that Charles Dispeker had 
been named a member of the entertain- 
ment committee, taking the place of 
R. W. Fenstermacher of the Waltham 
Watch Co., who had been transferred to 
the Chicago district from Cincinnati. 
Others on the entertainment group are: 
Clarence Loeb, Norbert Meehan, Her- 
bert C. Schwab and Cherry Fisher. 


q How big a part the “Boys on the 
Road” play in the success of many activ- 
ities in the jewelry industry was clearly 
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demonstrated at the convention of the 
Michigan Retail Jewelers Association 
held in Grand Rapids, April 14-16. 

Michigan is particularly fortunate in 
having a well organized active associa- 
tion of traveling salesmen who cover that 
state for jewelry manufacturers and 
wholesalers—the Wolverine Travelers— 
and the boys certainly did themselves 
proud again this year at the retailers’ 
meeting. 

Starting with the very opening of the 
convention, Sunday evening, they helped 
in providing the buffet supper and en- 
tertainment—in fact, one member of the 
travelers (whom we won’t name for fear 
of embarrassing him) personally and in- 
dividually furnished much of the fun 
with his song and dance act. 

Then the final event of the meeting 
was the dinner, floor show and dancing 
party which the Wolverine Travelers as 
hosts put on for the retailers and their 
wives. Throughout the convention their 
hospitality was generous, and no small 
part of the large membership of the re- 
tail jewelers and the attendance at the 
convention is due to the efforts of these 
live-wire travelers who throughout the 
year act as salesmen for the association 
as well as their own lines. The spirit of 
cooperation and friendship between sup- 
pliers and retailers which this group has 
done so much to promote is one of the 
finer things of the jewelry industry. 

For the year just ending the Wolver- 
ine Travelers Club was officered by 
Ralph Bell of the New Haven Clock Co., 
president; B. J. Drach of Drach Wein- 
field Co., and Paul Schmidt of E. H. 
Pudrith Co., vice-presidents, and the ever 
genial Ruddy Than of the Gorenflo Co., 
secretary and treasurer. For the coming 
year: B. J. Drach, Drach Weinfeld Co., 
president; Paul Schmidt, E. H. Pudrith 
Co., Ist vice-president; R. F. Than, The 
Gorenflo Co., 2nd vice-president, and D. 
L. Gautherat, E. H. Pudrith Co., secre- 
tary-treasurer. 


q Carl F. Hibben is now on his first trip 
through the Ohio territory representing 
Benj. Allen & Co., Chicago, whose sales 
organization he joined last month. Mr. 
Hibben has a background of several 
years’ experience retailing and recently 
has been associated with the silver in- 
dustry as sales representative. 


q Charles M. Barry, Mid-Western rep- 
resentative of Ellmore Silver Co., Meri- 
den, Conn., was rushed to Loretto Hospi- 
tal in Chicago for an emergency major 
operation while working in Chicago on 
April 13. He was in the hospital for two 
weeks and then went home to recuper- 
ate. He says he'll finish his spring trip 
as soon as the medicos permit. 


4q J. B. Matthews, recently a sales rep- 
resentative of C. E. Marshall Co., Chi- 
cago, has joined the sales organization of 
American Time Products, Inc. His knowl- 
edge of jewelers’ problems and experi- 
ence in this field should make him wel- 
come in presenting the Watchmaster 
watch-rate recorder. He will cover Texas, 
Alabama, Louisiana and Arkansas. 
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Superior Work Is the Best Ad 


Jack Jordan couples watehmaking skill with showmanship. 
in his successful business in Dunn, N. C. (population 5000). 
For fun. he drilled and bushed a brush bristle! 


OT big, in a Fifth Avenue way, but absolutely tops 

for Main Street in a typical, prosperous small 
community, is the success story of John W. Jordan, Jr., 
whose business is drawn from a 25-mile radius about 
Dunn, N. C. 

“Jack,” as he’s known to the home-town folks, was 
brought up in a jewelry store environment, and learned 
how to do the ordinary jobs of watchwork from his 
father. A new era, however, had arrived since his 
father’s active days at the bench; much smaller watches 
had come into fashion, and standards of timekeeping 
accuracy had risen, so Jack was sent to the Bowman 
Technical Schcol at Lancaster, Pa., with the under- 
standing that he should go through every subject from 
the beginning to the end of the course, testing what he 
could do, improving where necessary, and learning the 
rest of it. 

Back home with his graduate diploma, Jordan teamed 
up the business training he had received from his father 
with the technical training he got in school, and pro- 
ceeded to prove that a high standard of watch repairing 
can, and does, build merchandise sales, more surely and 
powerfully than any other “advertising.” 

Because Jordan is disinclined to talk much about him- 
self, the writer had to proceed by questioning others, as 
well as Jordan himself, and by observing the store and 
its operation. The result of all of this is the picture of 
a retail jewelry store, doing a remarkably big and profit- 
able business, although located in a town of only about 
5000 people. But the trade comes from miles around as 
well as near. This brings out the truth that distinctly 
superior repair-service has a unique advertising power 
affecting merchandising. 

For example, why would someone travel, say, 25 
miles to buy from Jordan a watch that could be bought 
at the same price nearer home? Because Jordan’s repu- 
tation is based on something peculiar to himself; on 
something unusual; on better timekeeping of watches he 
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Fig. |—Jordan designed and made this milling fixture 


repairs than that experienced as given by his competi- 
tors’ service. 

This convinces anyone that Jordan knows the entire 
watch business better than some of his competitors do; 
so the customer believes that any transaction concerning 





watches 
advantage at Jordan’s store. This is all easily under- 


buying as well as repairing—can be done to 


stood in the light of human nature everywhere. The 
sensible buyer realizes that he doesn’t understand the 
intricacies of what makes for quality, value, and best- 
money s-worth in watches; he has a keen pocketbook in- 
terest in getting good advice in choosing a watch, and 
naturally goes for it to one he believes can help him 
in making a good choice from among the multitude of 
watches offered everywhere, with such confusing claims 
concerning qualities and values. In the remarkable up- 
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Now you can use the same brand of 
oil that most electric clock manufac- 
turers have for years found to be the 
most satisfactory for their exacting re- 
quirements. Nye’s Electric Clock Oil is 
now placed on the market for the re- 
pair trade and is available from your 
usual supplier. 
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building of the Jordan business, what has just been ex- 

Jained had its inevitable part. 

But that is not all. Business-building can be speeded 
up by adding any other kind of advertising that will 
convince people of the superiority of the service, prior 
to actual experience of it. Mr. Jordan has not neglected 
this auxiliary advertising. For one thing, anyone hap- 
pening to visit his shop can not fail to be impressed by 
its unusual equipment. Not only is there the fullest 
outfit of tools customary in the craft, but many pieces 
that Mr. Jordan made for himself, to satisfy needs for 
which he could not buy equipment. For example, he was 
not satisfied with the work done by his milling attach- 
ment in cutting gears for large wheels and pinions. So 
he designed and made the fixture shown in Fig. 1. This 
has the weight and rigidity necessary for cutting teeth 
and leaves without the slight wavy “chatter-marks”’ 
noticeable when large work is done with a light fixture. 

Numerous other tools designed and made by Mr. Jor- 
dan are to be seen in his shop; silent witnesses to his 
all-around mastery of his craft, and how could any cus- 
tomer or visitor fail to be favorably impressed? But 
even a more direct impression is made on patrons by a 
large working model of a lever escapement, with bal- 
ance, jewels, and hairspring, with which to show the 
kinds of work done on repair jobs, very helpful in con- 
vincing people that the work will be worth what is 
charged for it. Another device for the same purpose is 
a microscope, arranged to use with a camera, of which 
Mr. Jordan says: 

“After experimenting awhile, I made a rig which 
works perfectly. I have taken quite a few very inter- 
esting pictures of worn and broken watch parts, enlarged 
to many times their actual size; and have found these 
quite useful in showing to my customers exactly how a 
balance pivot or cracked jewel, or any other part looks, 
when worn or damaged so that it needs replacement. 
These pictures were made with a new and perfect part 
beside the damaged one. I also place the parts them- 
selves beside the pictures, and the contrast in size en- 
ables the customer to judge and appreciate the high 
skill a watchmaker has to have, to make or alter these 
parts. The camera can be demounted and microscope 
used to show watch parts directly, too. 

“This has an almost magic effect in enabling me to 
get very good prices for our work, and in putting it 
altogether above any cut-price competition. It helps to 
impress people that we know how to do the best grade 
of work; that we will do no other kind; that we will 
charge what such work is worth; and if people object 
to paying what our grade of work is worth, we are not 
further interested in the deal. This is the only answer 
to the cut-price argument.” 

What has been said so far, concerns dealing with per- 
sons who come to the store. Another phase of reputation 
—promotion—concerns how to bring in new customers; 
whatever might influence them to make a first visit to 
the store. An example of this is a “stunt” that turned 
out to be a good advertisement. About this we quote 
Mr. Jordan again: 

“One of the odd jobs that are apt to be brought to 
the watchmaker came to us last year. A garage man 
brought in two carburetor jets, one with the orifice too 
large and the other one too small. He asked me if I 
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could enlarge the smaller one not quite as large as the 
other one. In broaching it, 1 went a little too far and 
got it as large as the other one. The man’s face became 
long as a beanpole as he said ‘now you've done it; that 
jet is from an old model car and I can’t get another 
one.’ I told him there’s nothing to worry about; and 
that I’d just put a bushing in the little hole. He didn’t 
see how that could be done; in trying to impress him 
how skillful we watchmakers are, I told him I could 
even drill and put a bushing in a coarse hair if I had 
to! Well, I bushed the jet hole so he couldn't see where 
it was fitted in; he thought this remarkable; but said | 
was blowing off hot air when I said I could bush a hair. 
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John W. Jordan, Jr., who was awarded this medal, Fig. 2, by the 
Horological Institute of America, as first prize for superior workman- 
ship in class 4, in the 1933 competition. 


He told someone about it, who came in and asked me if 
I had really said that. I said ‘yes. He gave me the 
horse-laugh. Next few days others came in about this 
hair-bushing and kidded me about it. 

“Finally I became tired of being called a liar, and 
took a bristle frem a brush, drilled it and put in a brass 
bushing. Then I called the doubters in to look it over; 
it’s nice to be able to laugh last, and I surely did laugh 
loud. The excitement was a good advertisement locaily, 
and lots of people came in to see the bushed hair. Then 
a traveling salesman who was here when the excitement 
was on, on his next trip, said he told people about this 
hair-bushing and was called a liar; so he asked me for 
the hair to show to clear his own name. This was 
Charlie Perry of the Hamilton Watch Co. The follow- 
ing week, Sid Brown of the Elgin Watch Co., walked in 
with the same story; so I had to make up a bushed hair 
for him. Next thing, I heard one of these hairs was to 
be exhibited at the horological convention at Nashville, 
Tenn., where I was invited to address the meeting. Was 
unable to go; but all in all this simple watchmaker’s 
stunt has given me a lot of favorable free advertising, 
and I am wondering what might turn up next as the 
hairs go traveling around the country!” 

Another good piece of publicity came to Mr. Jordan 
when he won the first prize in overcoiled hairspringing 
(the hairspringing contest being designated class 4) in 
the national workmanship competition of the Horologi- 
cal Institute of America in 1933. The prize included 
the massive sterling silver medal of the Institute (Fig. 
2) and a railroad grade Elgin watch. Needless to say 
there was no neglect to make tactful use of this honor 
and national recognition of ability to impress the local 


community. (Please turn to page 126) 
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HALK FOR CLEANING—One of our watchmak- 

ers claims the best way to clean a watch is the old 
method of brushing over the plates, etc., a mixture of 
chalk powder and alcohol. This takes longer than any 
other way; is it really better? (Question No. 5308.) 
M. S. 

Answer—The chalk-alcohol method was probably 
the best one to use long ago, when most watches had 
gilded movements, particularly when the gilding was 
“fired’’ on—actually gold-leaf fused on the brass by heat. 
This produced a very thick coating. Later, gilding was 
done by electroplating, and chalk-brushing was too abra- 
sive for the thinner coating of gold; then cyanide solu- 
tion was introduced for brightening the gilded parts. 
Nowadays most watches are finished in nickel or silver; 
the extra labor of chalk-brushing is unnecessary ; another 
waste of time would be the great care necessary to get 
all traces of chalk powder out of crevices of the parts, 
to avoid damage to pivots and other frictionally-acting 
parts. 
| pene TIME-TELLING —Is there any re- 

liable information at hand concerning what kinds 
of dials, hands, crystals, etc., afford the greatest “‘visi- 
bility” or distinct reading qualities on watches? Have 
had customers bring this up in making a choice of what 
watch to select out of the watches shown over my 
counter. (Question No. 5309.) M. O. 

Answer—Based upon the majority of opinions we 
have heard expressed by persons in the watch trade, and 
including with this, opinions held by men in the typo- 
graphic art and craft, our belief is that black numerals 
upon a pure white dial will yield the greatest readability 
or “visibility” in the sense of being readable under the 
most unfavorable lighting conditions. Naturally, black 
hands would be best as well as black numerals. We be- 
lieve that the clearest material for watch crystals is 
glass. Some of the newer plastics might eventually be 
developed to equal glass in clearness, depending upon 
progress in the method of finishing these materials; but 
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our idea concerning watch crystals readily obtainable 
now is that well made and finished glass crystals are the 
most fully and durably transparent. The design of the 
numerals and hands has a good deal to do with this; 
black areas of both numerals and hands should be con- 
siderable; should have the character generally expressed 
as “strength.” It is hardly necessary to mention that of 
course the trend of fashion is not always toward utility 
or efficiency; the public demand at present is for colors 
in dials, numerals, hands, etc., that do not follow the 
utility idea; and fashion must be served; but where a 
customer asks advice, you can be safely guided by what 
we have explained concerning visibility. 
66 ERPETUAL” WATCHES—Wish you would 
publish in this department or in articles in the 
Horological Department, instruction about repairing 
these “‘perpetual’’ watches that keep wound up by a 
weight that works with the motion of the body. I have 
one to repair that my material house can not furnish 
parts for and I wish some information about how it 
should work. Am not sure what is wrong with it. (Ques- 
tion No. 5310.) W. M. 


Answer—As to publishing articles on general repair- 
ing of the “‘self-winding”’ type watches referred to, will 
say that although these watches are in considerable use 
in England and Europe, it happens there are very few 
of them in use in this country, and articles concerning 
repairing them would be useful to very few of our read- 
ers. If the watch has the brand-name “Perpetual” on it, 
the manufacturer is Rolex Watch Co., whose central 
office is No. 18 Rue du Marche, Geneva, Switzerland. 
This concern has a branch office in Toronto, Canada, and 
your material dealer could probably obtain any parts you 
may find needed, from the manufacturer or from H. I. 
Stokes, 343 N. Beverly Drive, Beverly Hills, Cal. 





ions LINE ESCAPEMENT — What is 
meant by a straight line escapement? Also by a 
right angle escapement? (Question No. 5311.) V. F. Co. 
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Answer—In a straight-line (lever) escapement, the 
centers of motion, that is, the pivot centers, of the bal- 
ance, pallets, and escape wheel are all in a straight line 
with each other. In a right-angle escapement, the bal- 
ance center is located so that a line at a right angle to 
the line passing through the escape wheel and pallet 
centers, will pass through the balance center. This angle 
is not always exactly a right angle, but more or less so. 


LINVAR—Is the metal called invar used for mak- 
ing the new monometallic balances, as well as hair- 
springs? (Question No. 5312.) M. M. 

Answer—tThe alloy steel called “invar’ is used for 
neither hairsprings, nor the balances you mention. No 
doubt the metal you are thinking of for hairsprings, is 
“elinvar,” the trade-name for an alloy steel of different 
composition than invar. Invar is used mostly in horo- 
logy for pendulum rods of very accurate clocks for 
scientific uses. The “monometallic’”’ balances customarily 
used with elinvar hairsprings, are not made of any steel 
alloy, but of a metal more like brass; that is, a non-fer- 
rous metal, in which there is no iron or steel. 


RICTION JEWELING—Cannot the modern fric- 

tion jeweling sets be used for all jobs? I am an ap- 
prentice here, and our head watchmaker wants me to 
learn the old-fashioned ways of jeweling, (burnishing 
them in, stripping, etc.), but this I think is a waste of 
time. What can be said about this. (Question No. 
5313.) H. R., Ine. 

Answer—lIf your aim is to become able to hold a 
first-class position as a watchmaker, you had better fol- 
low your teacher’s advice. Friction jeweling is excellent 
in every case where it is appropriate; but there are 
cases wherein other types of setting are correct; and one 
must be able to do such work when required, in order to 
hold any of the better-grade positions as watchmaker. 
There are places in some watches where there is insuffi- 
cient thickness of metal to hold a friction-set jewel 
securely. Then too, in repairing very fine watches, a 
good watchmaker will do as a good mechanic in other 
lines does, put in new parts to match the original ones, 
so as to turn a job out in condition similar to new. A 
comparison in this could be made between the work done 
by a fine watchmaker and a fine cabinetmaker. If the 
cabinetmaker would replace a broken part of a fine old 
chair with a piece made of form and finish different 
from similar other parts on the chair, even though the 
part would serve its practical purpose, a discriminating 
customer would refuse to accept the work for no other 
reason than that it violates “good taste” in such matters. 
Certainly good taste should rule in repairing fine watches 
as well as in doing any other kind of work. 


OLDERING NEAR GEMS—We have a fine ring 

to be soldered near the setting, a genuine ruby sur- 
rounded with diamonds. Before doing it, we would like 
to get your opinion whether it will be safe to do this job 
without damaging any of the stones by heat? (Question 
No. 5314.) R. I. 

Answer—Undoubtedly there would be a risk in 
soldering this job, of breaking one or more of the stones 
by heat—perhaps especially the ruby, but also the dia- 
monds. Sometimes there exists a strain on a stone, due 
to the setting, or an inherent strain in the structure of a 
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stone, that may result in a cracking when heat is ap- 
plied; and we shouldn’t advise any risk on this. Better 
explain this to the owner of the ring, and include in 
your price the cost of demounting the stones and re- 
setting them. At least have it clearly understood, if the 
customer is unwilling to pay for this work, that he as- 
sumes all risk of breakage. If he desires insurance 
against this risk, he should be willing to pay for it by 
way of the expense of the extra work suggested. 


OISED PALLET — What does it mean when a 
pallet is said to be poised? I don’t see how this can 
be, because the shape is so irregular. (Question No. 
5315.) S. D. F 
Answer—There are watches in which the pallet-and- 
fork is poised, especially in high-grade Swiss watches 
and sometimes in American watches, either modern 
watches with short fork-levers or 18-size full-plate 
watches with straight-line lever escapements. These all 
can be identified by putting the pallets on your poising 
tool, which will show whether or not the pallet-group is 
fully or approximately in poise. If the latter has a long 
lever, there will be weight to balance it, in the form of 
a “counterpoise” at the side of the arbor opposite to 
the fork. 


RANSPOSED MAINSPRINGS — I have always 

had no trouble in getting American clocks of good 
makes to keep time after I put them in order. To make 
clear the fix I am in I will first say that I am not an 
ordinary clock tinker, but learned from a real clock- 
maker, and when needed I always bush all worn bear- 
ings, dress pallets correctly or make new ones if neces- 
sary, etc. When I get through with a job, the train and 
escapement are good as new. But now I have a clock, 
half-hour strike pendulum mantel clock, spring-driven, 
of good make and everything in good mechanical order, 
that I simply cannot make keep time as well as I am 
accustomed to. I have taken it down several times and 
checked everything from mainwheel to pendulum-nut on 
the time-side, without finding any fault. Is there pos- 
sibly anything you could advise me to look for? (Ques- 
tion No. 5316.) B. O. R. 

Answer—Your account of how you do your work is 
convincing that most of the things ordinarily overlooked 
do not apply in this case. We can, however, imagine one 
thing that is worth looking into, that is not generally 
known. You may have the mainsprings transposed; the 
time spring replaced on the strike side. Manufacturers 
of high-grade clocks test mainsprings, and use those that 
deliver most uniform power on the time trains. Try ex- 
changing the mainsprings. It is good practice to mark 
the springs when disassembling good clocks, to avoid 
transposing them. 


GRUEN AIRPLANE MODEL IS DISPLAYED 


Now on exhibition at the Smithsonian Institute, 
national museum of the United States at Washington, 
D. C., is a model, one-fourteenth size, of the airplane, 
Time Flies, which was built for the late Frank Hawks, 
renowned pilot, in 1937 by the Gruen Watch Co. This 
model, a gift of the Gruen Watch Co. to the Institute, 
bears the Gruen crest on its face and is set up in the 
museum as a permanent exhibit. 








Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 


TRAVELING SALESMAN, large and 
small cities Middle West, many years’ 
following, jewelers, gift shops, depart- 
ment stores. Address “A., 2154,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN desires position with 
watch importer; excellent inside man; 


married; references. Address ‘“W., 
2502,” care Jewelers’ Circular-Key- 
stone. 





YOUNG MAN, four years’ experience, de- 
sires position as watchmaker; own 
tools; reference; Cleveland preferred. 
Leon R. Marshall, 2301 W. 11th St., 
Cleveland, Ohio. 





WATCHMAKER and salesman, 20 years 
at the bench; best of references; Brad- 
ley trained; have own tools; $25 per 
week to start. Address “‘P., 2659,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN desires opportunity to 
learn traveling sales work for watch 
and jewelry wholesaler; is experienced 
retail store man. Address “M., 2649,” 
care Jewelers’ Circular-Keystone. 





ALL AROUND engraver, A-1 work on all 
jewelry, silverware and enameled 
work; will send samples and references 
if desired. Harold Ohman, 2728 Euclid 
Ave., Cleveland, Ohio. 





GRADUATE watchmaker, three years’ 
experience, do some _ soldering, have 
tools; 23 years old; married; state 
salary; retail store experience. Write, 
Paul Hunt, Waterville, Kans. 





EXPERT diamond setter and all around 
jeweler desires permanent position; 
West or Southwest preferred; refer- 
ences as required. Address ‘1268,” 
care Jewelers’ Circular-Keystone. 





YOUNG LADY, full charge, bookkeeper, 
stenographer and all office details; cx- 
perience jobbing, manufacturing, dia- 
monds; A-1 references. Address “H., 
2762,” care Jewelers’ Circular-Keystone. 


CERTIFIED watchmaker, stone setter 
light engraving and jewelry repairing. 
no watch too complicated; fast, ac’ 
curate; employed at present; Swiss 
trained. Address “‘W., 2530,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, young man, 24, single: 
store experience; repairs all kinds of 
watches and clocks; lathe, staking set 
other tools; trustworthy, dependable: 
salary no object; references. A Talier. 
cio, 2236 86th St., Brooklyn, N. Y. 





SALESMAN, 19 years’ wholesale and re. 
tail experience, jewelry and _ kindreg 
lines; age 39; Protestant; desires posi- 
tion with reputable firm; references, 
Address “T., 2662,’ care Jewelers’ Cir. 
cular-Keystone. 





WATCHMAKER, capable of clock ang 
jewelry repairing and assisting with 
sales, desires front bench position with 
charge of repair department; will con- 
sider buying. Address “R., 2660,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN seeks position in office of 
reputable watch importers or dis- 
tributors, where hé could make himself 
generally useful; highly recommended, 
Address “L., 2655,” care Jewelers’ Cir- 
cular-Keystone. 








POSITION of quality as watchmaker; 
good right hand man, experienced as 
repair manager, first bench and estima- 
tor, wants change to East or West. 
Address “P., 2651,” care Jewelers’ Cir- 
cular-Keystone. 





RELIABLE WATCHMAKER, with 20 
years’ experience, married, clean ap- 
pearance and habits, wants to locate 
with someone as_ working partner; 
East or West. Address “N., 2650,” 
care Jewelers’ Circular-Keystone. 





BOOKKEEPER, stenographer, thorough- 
ly competent to take full charge, 
credits, collections and correspondence ; 
10 years’ executive experience in 
jewelry trade. Address “H., 2618,” 
care Jewelers’ Circular-Keystone. 





EXPERT combination mechanic, watch- 
maker, jeweler, engraver, wants posi- 
tion extreme Southwest; first class 
character and ability. Tom McCarty, 
320 West Broadway, Muskogee, Okla. 





WATCHMAKER and salesman, 25 years’ 
experience; capable and efficient; some 
engraving and jewelry repairing; 
knows jewelry business from A to Z; 
will go anywhere. C. Carr, 2211 So. 
Barr, Fort Wayne, Ind. 





CREDIT JEWELRY salesman, age 28, 
producer, desires permanent position 
with reliable retail firm; capable op- 
tical dispenser and fitter; single; neat; 
finest references. Address “C., 2710,” 
care Jewelers’ Circular-Keystone. 





MELTER and presshand, wishes posi- 
tion; thoroughly experienced. Address 





“N., 2549," care Jewelers’ Circular- 
Keystone. 
WATCHMAKER, age 54, thoroughly 


trained; two dependents; 25 years’ ex- 
perience. Address 810 N. Poplar, Char- 
lotte, N. C 





ENGRAVER, highly experienced, artistic 
designs; fine cutting; abstemious. Ad- 
dress “D., 2291,” care Jewelers’ Circu- 
lar-Keystone. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, II. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





HIGH GRADE watchmaker, repair de- 
partment manager, salesman. Address 
“A., 2770,” care Jewelers’ Circular- 
Keystone. 


SALESMAN, experienced Middle West 
territory, desires watch or jewelry line; 
very good following amongst trade; 
drawing against commission, while 
traveling. Address “K., 2718,” care 
Jewelers’ Circular-Keystone. 





DIAMOND MAN, 12 years’ experience 
with large jewelry manufacturer; as- 
sorting loose diamonds, also mounted 
work; excellent references; available 
immediately. Address “L., 1964,’’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, jewelry repairing, dia- 
mond setting; age 32, 14 years with 
last company; well experienced; good 
appearance; good reference. Address 
_ Dewester, 411 Apple St., Peoria, 

i, 





WATCHMAKER wants steady job in 
South; can do some engraving and 
light jewelry repairing; 20 years at 
bench; age 39; married, salary $30 a 
week. Address “D., 2673,” care Jewel- 
ers’ Circular-Keystone. 








YOUNG MAN, some knowledge of jewel- 
ry, ambitious, desires position with 
jewelry, watch or diamond house; best 
of references; salary no object. Ad- 
dress “A., 2669,” care Jewelers’ Circu- 

lar-Keysone. 


RETAIL credit salesman; young, alert; 
thorough knowledge diamonds, jewelry, 
watches; excellent record; vicinity New 
Jersey, New York City or Long Island 
only. Address “D., 2643,” care Jewel- 
ers’ Circular-Keystone. 





FIRST CLASS jeweler, sample maker, 
good all around worker, wants perma- 
nent position with reliable firm; New 


York City preferred. Address “H., 
2678,” care Jewelers’ Circular-Key- 
stone. 





OPTOMETRIST and watchmaker, New 
Jersey license; does all shopwork ex- 
cept surfacing; owns examining and 
shop equipment, desires connection 
with jewelry store. Address “Y., 2637,” 
care Jewelers’ Circular-Keystone. 





ENGLISH WATCHMAKER, 28 years’ 
experience, efficiency guaranteed; small 
baguettes, repeaters, railroad, spring- 
ing, adjusting; complicated clock work; 
engraving; complete tools. Crowe, 542 
Wabash, Atlanta, Ga. 





ENGRAVER, jeweler and diamond setter 
open for permanent position, in New 
York City or nearby; own all tools; 
married; steady worker; references. 
H. L. Carpenter, R. F. D. 55, Spring- 
dale, Conn. 


ENGRAVER, experienced on all high 
grade monograming and lettering, ring 
sizing and light repair; large retail store 
preferred; steady and reliable. Address 
“S., 2746,” care Jewelers’ Circular-Key- 
stone. 








FIRST CLASS watchmaker, front man, 
desires connection with reliable firm; 
Southwest preferred; Bradley trained; 
permanent; married; best references; 
salary $50; age 39. Address “P., 2744,” 
care Jewelers’ Circular-Keystone. 








FIRST CLASS platinum, gold jeweler, 
diamond setting, repairing, desires 
position first class store; now em- 
ployed; over 20 years’ experience. Ad- 
dress “L., 2741,” care Jewelers’ Circu- 
lar-Keystone. 
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WANTED TO PURCHASE—Continued 








WANTED black Onyx, Amethyst and 
black enameled earrings, crosses, 
pendants, English chain bracelets, etc. ; 
also rose diamond rings. M. Lossman, 
jeweler, 2460 Mission St., San Francis- 
co., Calif. 

eS 

WEST VIRGINIA, Ohio, _Pennsylvania ; 
I am interested in buying a store in 
one of the above states; give details in 
first letter; lowest cash price, etc.; 
must be long established. Address 
“x, Y. Z., 687,” care Jewelers’ Circu- 
lar-Keystone. 








FROM OUR EXPERIENCE in the jewel- 
ry business, we know that often it is 
necessary to take silver, both flat and 
hollowware, in exchange; the average 
jeweler has no outlet for this class of 
merchandise except to the refiner at old 
metal prices; we can use this silver 
and will pay much larger prices than 
the old silver value; send to us for 
cash offer; we will pay highest cash 
price for old mine diamonds, antique 
and diamond jewelry. Julius Goodman, 
& Son, 43 South Main St., Memphis, 


Tenn. 
— EE 


Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 


Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louus, Mo. 


DIAMOND SETTERS, jewelry repair- 
ers, skilled, efficient workmanship 
and prompt service ; reasonable 
prices. D. Geller, 51 Chrystie St., 
New York City. 








PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ““Vaku-um” 
pens, pencils, etc., repaired at standard 
prices ; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 








NATIONAL WATCH Repairing Co. ren- 
dering prompt and efficient service to 
a discriminating clientele all over 
U. S. 727 Sansom St., Philadelphia, Pa. 





FINE watch repairing for the trade, at 
moderate prices; out of town accounts 
solicited; established 1918. Manhattan 
Watch Repairing Co., 21 Maiden Lane, 
New York. 





WATCH REPAIRING for the trade; 
French traveling clocks, complicated 
work; 30 years’ experience; charges 
reasonable. Eugene Lutz, Expert Swiss 
Watchmaker, 1549 N. Newkirk St., 
Philadelphia, Pa. 





I CATER to the class of trade that is 
interested in fine workmanship at mod- 
est cost; 23 years’ of experience and 
excellent references; prompt mail ser- 
vic. Schwartz Watch Repair Labora- 
tory, 1243 Boynton Ave., Bronx, N. Y. 





WATCH REPAIRING for the trade in 
the Middle West; reasonable prices; 
our guarantee is your satisfaction; all 
watches tested and timed on Time-o- 
graph. Addison Harris, 211 Medical 
Arts Bldg., Richmond, Ind. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





SPECIALIZE in making any part for 
plain or complicated fine watches; also 
high grade watch repairing; member 
of Horological Institute of America, 
Washington, D. C., and Horological 
Society of New York. M. Aschendorf, 
11 John St., New York City. 

WATCH REPAIRING for the trade; 
guaranteed work at reasonable prices; 
10 expert watchmakers at your service; 
all makes of complicated watches and 
clocks repaired. Union Watch Repair 
— 41 Union Square, New York 
ity. 





HAIRSPRING vibrating by Swiss spe- 
cialist, American and Swiss hairsprings 
vibrated; flats, 60 cents; breguets, $1; 
send balance wheel, balance bridge, 
stud and collet; quick service; also 
special vibratings. Louise Chetelat, 
2062 Kimball St., Brooklyn, N. Y. 








AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
enue, Miller’s Pen Service, Atlanta, 

a. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SPACE for watchmaker with bench only; 
reasonable rent. 551 Fifth Ave., Room 
923, New York City. 





GOOD LOCATION for jewelry, gift and 
novelty shop; large window space; 
population 3500, low rent; heart of 
ca Mrs. J. B. Saunders, Park Falls, 

is. 





MACON, GA., 100 per cent location for 
jewelry store, between W. T. Grants, 
Eleanor Shops and Mangels’; size 15 
by 100; reasonable _ rent. Eleanor 
Shops, 275 Seventh Ave., New York. 





TO RENT OUT, two light bench spaces 
to a gold jeweler; rent reasonable; also 
space for a good setter; opportunity to 
get setting on premises; references re- 
quired. Address “F., 2730,” care Jewel- 
ers’ Circular-Keystone. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN WATCH REPAJRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS; increase your ability 
through the highly recommended 
books: “Rules and Practice for Ad- 
justing Watches” and “Practical Bal- 
ance and Hairspring Work” by Walter 
—— Your jobber or trade jour- 
nal. 











RECENTLY 
PUBLISHED .. 


JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 


School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 


Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 56th Sts. 
Philadelphia, Pa. 


239 West 39th St. 
New York, N. Y. 
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A GRACIOUS HOST — 
FROM COAST TO COAST 
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SUPERIOR WORK IS THE BEST AD 
(From page 117) 


One of Mr. Jordan’s mechanical hobbies is making 
miniature airplanes, including the engines, fully work- 
ing models, all parts worked out of solid metal or other 
stock entirely by himself. These are of exquisite work- 
manship and working qualities. Besides his watchmak- 
ers’ outfit, he has a large toolmakers’ screwcutting lathe 
and equipment, needed for the heavier work in making 
watchmakers’ tools, models, and so on. He says that 
any questioning of the heavy investment he has made in 
tools may be considered to answer itself in the reflection 
that this much more than pays its own way; and besides 
money-profit there is great pleasure in doing unusual 
mechanical work, whether for business or as an inter- 
esting hobby. Surely the financial success of the Jordan 
firm proves his first point: and anyone to whom he 
shows the work he is doing, can see “by the beam of 
his eye” that through it he gets much more out of life 
than merely the making of money. One who loves his 
work does so much more than making a living—he lives! 


NEW DEVICE MAKES PLATING EASY 

A new idea in plating equipment especially designed 
to suit the requirements of the jeweler’s own repair shop 
has just been placed on the market by the W. Green 
Electric Co., Inc., 192 Broadway, New York. Known as 
the ‘“Selectro-Plater,” this device takes the place of the 
elaborate and expensive motor generator set, costs only 
a fraction of its price and occupies a minimum of space. 

Within the little box pictured here, which measures 
only 10” x 6” x 4” and weighs only 10 pounds, is an 
ingenious arrangement of electric wiring which makes it 
possible to plug this unit into any ordinary 110 volt 


Hung on the wall near the 
plating tank, Selectro-Plater 
produces the correct voltage 
and current for plating any 
metal used by jewelers. To 
make the operation doubly 
easy, the names of the vari- 
ous metals are printed on the 
dial at the point of the cor- 
rect voltage for that particu- 
lar metal. 





circuit and deliver the exact amount of voltage and cur- 
rent required for plating any of the metals used for this 
purpose. All that is necessary is to immerse the articles 
to be plated in the bath and turn the knob controlling 
the current to the correct point for the metal to be 
plated. 

The “Selectro-Plater” sells for $39.50, and, according 
to the manufacturers, it will plate small pieces for a cent 
or two apiece. Even more important to the jeweler, of 
course, is the promptness of service which it enables him 
to render his customers and the complete control of the 
quality of the job. Plating salts and solutions for all the 
materials customarily used for plating in the jewelry 
trade are available at moderate prices from the manu- 
facturers of the “Selectro-Plater.” 
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IT WORKS FOR YOU 


DO YOU realize how the Jewelry Publicity Campaign 
is helping to create interest in jewelry in your town— 
among your customers? 

If you have any doubts about that, just look over the 
record of what it has actually done within the past year. 
During that period, pictures, news about jewelry fash- 
ions, articles suggesting jewelry store purchases—all 
created and supplied by the Jewelry Industry Publicity 
Board—have been published in 7286 different news- 
papers covering every nook and corner of the country 
from Eastport, Maine, to San Diego, California. 

Don’t ever get the idea that the Jewelry Publicity 
Campaign hits just a few big cities—there’s hardly a 
town in the United States whose local newspaper hasn't 
published this material—from the big New York dailies 
to the Hughesville, Penna., Mail and the Paragould, 
Ark., Press. 

And that isn’t all. On top of this local publicity in the 
newspapers of every community, 86 magazines have 
used pictures and articles from the Jewelry Industry 
Publicity Board. Through this channel, too, people in 
every community, and in every income group, have felt 
this influence. The material has appeared not only in the 
smart sophisticated fashion magazines but in the mass 
media whose millions of circulation penetrate to every 
town and hamlet. 

Yes, the Jewelry Industry Publicity Board is doing a 
job in your town and for you. And whether you realize 
it or not and whether they mention it or not, some of 
those people who have come into your store to buy have 
done so because of suggestions they have had from the 
things the Board has gotten into their newspapers and 
magazines. 

You’re getting your share of the benefit of the cam- 
paign—pay your share of its cost. If you haven't al- 
ready done so, send your check today to the Jewelry 
Industry Publicity Board, 336 Fifth Ave., New York. 


NO FUNDS 


ONE OF the perennial headaches of the jewelry 
business is the bad check artist who obtains a piece of 
jewelry—and perhaps some change in cash to boot—on 
a check that later turns out to be worthless, leaving the 
trusting jeweler holding the bag. 

An epidemic of this form of swindling seems to have 
been sweeping the country lately, judging by the num- 
ber of letters we’ve been receiving from jewelers in vari- 
ous sections relating painful experiences of this nature. 

It seems almost superfluous to warn supposedly ex- 
perienced business men against delivering goods in 
exchange for checks from strangers, yet a reminder 
appears to be needed about every so often. 

Don’t let it happen to you. Don’t give goods or cash 


for a check to any stranger no matter how well dressed 
he may be or how plausible his story. In fact, the more 
crooked he is, the more likely he is to be well dressed 
and plausible. 

You may lose an occasional sale, but one bad check 
will eat up the net profit on a good many sales. 


“WIRE IT" 


THE EASIER you make it for people to buy, the 
more likely they are to buy. 

There’s a lot of merit, therefore, in the idea advanced 
by R. J. Slagle, regional vice-president of ANRJA, at 
the recent Oklahoma City meeting, because it would 
make it decidedly easier for the public to send watches 
as gifts to people in other cities. 

Mr. Slagle’s suggestion is patterned after the plan 
used by the florists, in whose business it has proved 
conspicuously successful. If John Jones in Chicago 
wants to give a watch to his son in Denver, he selects 
it at his Chicago jeweler’s, who wires the order to a 
Denver jeweler, and the watch, with an appropriate 
message, is delivered to the recipient. No delay, no 
bother, no risk of loss or damage in transit. And if 
John, Jr., wants another model instead, he can make the 
exchange without time or trouble. 

It sounds like good sense to us, and the experience of 
the Florists Telegraph Delivery Assn. has proved that 
it works. We understand that the idea is to be discussed 
at the next annual convention of the ANRJA where we 
hope it will receive earnest consideration. 


CORRECTION, PLEASE 


IT APPEARS that the orchid which we pinned on 
the Tennessee Watchmakers and Jewelers Association 
last month was not deserved. In the notice of their con- 
vention to be held in Knoxville, May 5-7, we said that 
this association “makes no solicitation for contributions, 
program advertising, or any other form of handouts.” 

The chairman of the convention committee explains 
that the policy in this respect is decided by the district 
guild in whose city the convention is held, and that while 
Nashville, where the meeting was held last year, follows 
the no solicitation plan, the other cities do go after sup- 
pliers for contributions. 

It is with regret, therefore, that we withdraw our posy 
from the state as a whole, and fasten it exclusively on 
the breast of the Nashville guild. More power to them, 
and may their sister cities of Tennessee ultimately adopt 
the same standards. 
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Editor 








